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Ex-Senator Berkeley I. Bunker 
has gone home to Nevada to start 
life anew as a life insurance agent. 
He’s going to try to make social 
security a practical fact before 
Uncie Sam beats him to it. 


ve F 


“1 would like to be numbered 
among the few ex-members of 
Congress,” says the ex-senator, 
“who can get along on their own.” 

He may be a lame duck, but he 
can still proceed under his own 
power. 

-— = = 

“Canada,” remarks Mrs. Roose- 
velt, just back from a trip to Mont- 
real, “is part of the British Empire.” 
Only up there they like to refer to 
it as the British Commonwealth of 
Nations. 

7, VV F 


The Office of Price Administra- 
tion has announced that canned 
baby foods will be rationed. The 
wise child of 1943, instead of being 
born with a silver spoon in his 
mouth, will come into the world 
clutching a ration book in his fat 
little fist. 

7 | F¥ 


President Roosevelt, Mr. Willkie 
says, is already running for a fourth 
term, and “will be very hard for we 
Republicans to defeat.” But us Re- 
publicans are going to be in there 
pitching, anyway. 

oe we 


The Federal Communications 
Commission has won a mighty vic- 
tory for the great common people 
by getting a reduction in long dis- 
tance phone rates. And of course 
it’s going to help a lot to reduce 
traffic on overburdened wires. 


a a 


Now that the AT&T has failed 
earn its current dividend, and 


is likewise reducing some of its| Cox investigation, but of wider scope | 


Cox Wins House 
Approval of His 
FCC Investigation 


Sparkman Calls for a 
Radio Inquiry; Notes 
Co-op League Case 


Washington, D. C., Jan. 19.—The 
House today approved by an over- 
whelming vote the resolution of 
Rep. Eugene Cox of Georgia, calling 
for an investigation of the Federal 
Communications Commission. 

Rep. Cox castigated both Chair- 
man James L. Fly and the commis- 
sion, which he said housed the 
“dirtiest mess of rats in the coun- 
try.” The Georgian also declared 
that since he introduced a similar 
resolution at the last session of Con- 
gress, he has been hounded by the 
“FCC Gestapo,” that Mr. Fly had 
made repeated attempts to smear 
him, that his income tax returns for 
the past 10 years had been investi- 
gated and that Mr. Fly had asked 
the Department of Justice to inves- 
tigate him. 


|newal 


Mr. Fly refused to make any com- 
ments on the developments of the 
Congressional investigation of FCC 
at his press conference yesterday. 


Postpone Hearing 
The FCC’s hearing on the re- 
of the license for WALB, 
|operated by the Herald Publishing 
| Company, Albany, Ga., has been 
| temporarily postponed while the 
|station’s counsel, Delacey Allen, is 
jabsent from Washington. It was 
‘this hearing which last week un- 
earthed the payment of $2,500 to 
| Rep. Cox by the station for services 
|which he might “legally and ethi- 
|cally render,” in the terminology 

|of the company’s president. 
Lacking the fanfare accorded the 


: An important message 
(o the women of America 


PROM THE MAKERS OF RED CROSS SHOES 


$115,000,000 Is 


The President of The United States ha 


and the thousands of merchaow who sll 

asked that the name, Red Cross, be them, unhesitatingly accede, durmg ths 

4 ued 1 ection with all critical war penod, to the wishes of our 
ymmercial produc Presideat 

To mithons of American women, perhaps And, as we do so—as the name Red Crows 


the most familar product hearing the 
name is the Red Crmy She 


Shoe” becomes “Gold Cross Shoe” (our 
shoes will be s labeled a5 capidly as pos 
It has been known by the proud name tor sible) —we make this pledge 

a great deal longer than you can probably 


Gold Cross Shoes will continue to be Red 
remember —as a 


Cross Shoes in every way They will be 
made by the same skilled craftsmen, im 


Time Sales in ‘42 


Figure Represents Gain 
of About 8° Over 
Sales for 1941 


New York, Jan. 21.—Although 
National Broadcasting Company and 
the Blue Network are continuing 
the policy of not releasing complete 
sales figures, figures revealed this 
week for Columbia Broadcasting 
System and Mutual Broadcasting 
System show that network broad- 
casting went blithely along the rec- 
ord-breaking trail during 1942, 
chalking up total gross sales (sub- 
ject to substantial correction for the 
net figures) of approximately $115,- 
000,000, compared with $106,000,000 
in 1941, an increase of around 8%. 

The 1941 total was the previous 
high mark, and was a 10% gain over 
gross sales for 1940. 

The CBS total was given as $45,- 
593,125 for 1942, up about 3% from 
last year, while Mutual reported 
1942 billings of $9,636,122, an in- 
crease of 31.9% over 1941. NBC’s 
gross time sales were in the neigh- 
borhood of $44,000,000 in 1942, up 
about 5% from the previous year, 
and the Blue’s total was $15,782,493 


mater of fact, for over 


the same factones, over the ame famous 
Lumet” lasts, and sold by the same mer 
chants 


There is, we beheve, no higher pledge 


We who make Red Cross Shoes, therefore we can make to the women of America 


THE UNITED TA CORPORATION 


LEE (RAC , 
cg ss 


CINCINNATI. OHIO 


The changeover from Red Cross to Gold 
Cross shoes was announced to the public 
for the first time Sunday with 1,512-line 
copy in newspapers. (Story on Page 2.) 


Studebaker Helps 
Dealers Weather 
Wartime Storms 


Many Making Money; 
Most Believe They 
Can Keep Going 


South Bend, Ind., Jan. 20.—How 
have automobile dealers withstood 
the shock of manufacturers’ con- | 


version to war production, car, | an increase of 23% from last year. 

gasoline and tire rationing, and} Lever Brothers Company tops the} 
draft — depleted service organiza-| list of CBS advertisers, with a total 
| tions? | billing of $4,226,550, with General 


And how have manufacturers set| Foods Corporation a close second, 


rates, even the most stubborn sup-| should it be approved by the House,| themselves to help their dealers | spending $4,223,395 on the network. 


porter of the capitalistic system is| js the resolution of Rep. John J.|meet wartime problems, keep sol- 


beginning to weaken a trifle. 
v v v 


According to Madame Perkins 
and other great friends of humanity 
in Washington, the American Bever- 
idge plan will provide for us from 
the cradle to the grave. How about 
adding prenatal care and post mor- 
tems? 

7 V F 


The WMC would like to persuade 
5,000,000 women to leave their 
mes and firesides and take jobs 

war plants. About the only nice 
thing about this program is that the 

lies wiH have to part with those 
long Chinese fingernails. 


7, wv 


Once upon a time there was a 

iiter in a railroad dining car who 
! led a patron’s order without read- 
lig it in a loud voice, item by item, 
the rest of the travelers. 


. Vv 


If all the people who have “ear- 

irked” war bonds for specific 
icetime purchases start working 
their projects at once, the print- 

z presses which make our money 
going to be running overtime 
quite a while. 


- = 
Nobody has asked Errol Flynn to 
plain that in calling one of his 
1 friends “J. B.,” meaning jail 
t, he was really only kidding. 


v v v 
3y the way, what ever became 
the Townsend brothers? 


Copy Cus. 


Sparkman of Alabama. 

| Like the Cox resolution, Rep. 
|Sparkman’s asks for an investiga- 
|tion of the FCC, but would also 
jextend that investigation to the 
| broadcasting industry. 

| In a speech yesterday Rep. Spark- 
|}man noted, “I have no objection to 
| the Cox resolution except that it is 
| too limited. We want to know what 
the commission is doing. But more 
|important even than that we want 
to know about the industry, an in- 
dustry in which a few networks 
dominating the field make inordi- 
nate profits and in which the small 


independent stations in our rural 
sections are being forced to the 
wall.” 


Small Stations Suffer 
In 1941, the Alabama congress- 
man said, the return on net invest- 
ment after taxes for the National 
Broadcasting Company and the Co- 
lumbia Broadcasting System was 
about 60%. “While this was going 
(Continued on Page 28) 
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Two Mutual clients, Bayuk Cigars, 
Inc., and Gospel Broadcasting As- 
sociation, neared the million dollar 
and maintaining their consumer|mark, with $973,072 and $929,698 
franchise? | respectively. 

| Heartening reports on both ques-; Detailed figures for each CBS and 
tions can be given as a result of | Mutual client, as well as placements 
studying the operation of the Stude- | 
baker Corporation, now engaged 
| (Continued on Page 26) 


. A | 
vent, and stay in business as aj} 


means of protecting their owners 


works, are given on Page 29 of this 
| issue. 


Last Minute News Flashes 


Management Engineer to Use Newspaper Pages 

Chicago, Jan. 22.—_George S. May Company, management engineer or- 
ganization, will take a new step in advertising next week with publica 
tion of full-page advertisements in 31 newspapers throughout the United 
States and Canada to portray the growth of the company since its organ- 
| ization in 1925. “From $10,000 to $3,057,000 per year—assisting over 5,000 
companies with their business problems,” the copy will say, with the 
major portion of the space being devoted to a graph showing the firm’s 
growth. The advertisement will subsequently appear in the company’s 
|regular magazine list. Jim Duffy, Inc., Chicago, is the agency. 


Accuses Booth Fisheries of Misrepresentation 

Washington, D. C., Jan. 22.—Booth Fisheries Corporation, Chicago, has 
been charged with misrepresentation in the sale of its Ocean perch by 
the Federal Trade Commission. In an echo of a previous FTC contro- 
versy, the commission charged that the “perch” sold by Booth is actually 
| rosefish, commonly known as redfish. 


Tiss to Head BBDO West Coast Radio 

New York, Jan. 22.—Wayne Tiss, formerly head of the radio depart- 
ment and General Mills account executive in the Minneapolis office of 
Batten, Barton, Durstine & Osborn, has been named head of all western 
radio activities in Hollywood. 
of BBDO nationally. 


He also becomes associate radio director 


| Russell Named Ad Manager by Hillman 

New York, Jan. 22.—Lewis M. Russell, with Macfadden Women’s 
Group for the past eight years, has resigned to become vice-president 
and advertising manager of Hillman Periodicals, New York. 


by agencies on both of these net-| 


i Asks Admen to Serve 
with Local Ration Boards 


Community Service 
Panels Set Up for 
Information Purposes 


By JOHN CRICHTON 


Washington, D. C., Jan. 2i1.—The 
many advertising men who have 
yearned for a part in the war ef- 
fort today had an opportunity pre- 
sented to them to put their abilities 
to work on the home front. 

In an exclusive interview with 
ADVERTISING AGE, Barton A. Cum- 
mings, director of the campaigns 
branch of the Office of Price Ad- 
ministration, described how adver- 
tising men may serve as community 
service members of the nation’s 
5,600 local ration boards. 

The function of the community 
service members, and of the com- 
munity service panel serving under 
them, will be to keep the area the 
board serves informed of rationing 
policies and requirements. The 
community service panel, whose 
work is educational and informa- 
tive, will take its place alongside 
the price panel and the rationing 
panel which each board now has. 


Want Information Know-How 


The idea of the community panel 
is not new. It has been in operation 
fo; nearly three months, buf as yet 
only 1,000 of the boards have panels 
operating and Washington suspects 
jthat these are not always operated 


|by people who have the know-how 


| for effective information operation. 

By and large, the local ration 
boards are overloaded with work 
jand understaffed, they are in a poor 
|position to know what information 
to give out, and the data which 
comes from Washington is too often 
shelved and left to collect dust at 
the same time the board is crying 
| for “more material to help explain 
what we're trying to do.” 
true, OPA 
|the boards 
| work. 

The points ration program 
which is the most enormous in 
| Scope and the most completely in- 
tegrated of the rationing programs 
yet attempted, will demand a tre- 
mendous amount of explanation and 
information at the local level. Na- 
tional advertisers are sure to put 
| their weight behind it, but lack of 
sound, complete follow-through in 
the cities and hamlets where those 
5,600 ration boards are located can 
|hamstring the program completely. 


Ad Clubs Invited 


This is 
men say, only because 
face such a volume of 


Local advertising clubs have the 
ideal facilities to take on a program 
|of this nature. A community service 
|panel, for example, might well con- 
|sist of the president of the advertis- 
ing club as community service mem- 
|ber, and under him representatives 
from the city’s newspapers, radio 
stations, outdoor plants, graphic arts 
industries and advertisers “The 
more, the merrier,” OPA thinks. 

The big and bitter the 
steel scrap drive has been learned 


lesson of 


No program will be planned with- 
out due consideration for the men 
on the local level upon whom the 


eventual success of the program will 
depend 


Advertising, media, public rela- 
tions and other promotional men 
who wish to offer their services to 
the program may contact either 
their local ration board or their 
state or district OPA officer 

All local boards have been ad- 
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vised of the decision to incorporate 


the community service panel, and it 
is anticipated by OPA that the ma- 
jority of the boards will welcome 
the opportunity to have their path 
eased by adequate explanation de- 
livered through proper channels. 

OPA has provided skeleton news 
releases and radio scripts, as well 
as a tabloid newspaper form and 
suggested advertisements and co- 
operative pages calculated to make 
the job of information easier. 

These are the regional informa- 
tion officers: Frank R. Black Jr., 17 
Court St., Boston; Leston Faraneuf, 
Empire State building, New York; 
Wilson G. Stapleton, 363 Union 
Commerce building, Cleveland; 
John Bondurant Jr., Candler build- 
ing, Atlanta; Tyrell Krum, Fidelity 
building, Dallas; William F. Sulli- 
van, 226 W. Jackson Blvd., Chicago; 
Thomas C. Donnelly, 503 Kittredge 
building, Denver; and Frank E. 
Marsh, 1355 Market St., San Fran- 
cisco. 


Mary Taylor Resigns 

Mary Taylor, editor of the “Con- 
sumer’s Guide” of the Department 
of Agriculture, has resigned. She 
was formerly assistant to Donald 
Montgomery, consumers’ counsel 
who recently resigned his Agricul- 
ture post. 


Copy Ideas Needed 
for NPA Campaign 
to Push War Work 


New York, Jan. 20.—Reversing 
its previous policy of confining crea- 
tive work on government campaigns 
to a single agency or to a small 
pool, the Advertising Council this 
week broadcast a call for copy and 
art suggestions for the “total war” 
campaign scheduled to begin in 
February in national magazines 
with total circulation exceeding 60 
million. 

The first six messages in the 
series, scheduled to appear in Feb- 
ruary, March and April, have al- 
ready been prepared by agencies 
which have volunteered through the 
American Association of Advertis- 
ing Agencies. The nation’s maga- 
zine publishers have contributed 
space through the National Pub- 
lishers Association, 
tion assistance has been donated 
by typographers, photo-engravers, 
electrotypers, and related services. 

Eighteen more advertisements are 
needed to complete the series, the 
council reported. 

Copy should urge civilian coop- 
eration in the prosecution of the 
war, calling attention to the nature | 


and produc- 


of the enemy and to the sacrifices 
of others, particularly the armed 
forces and our fighting allies. Each 
advertisement should close with 
copy containing specific suggestions 
on how to cooperate through local 
Civitan Defense councils. Art work 
should be serious and striking, lay- 
outs simple, copy emotional but not 
overlong, becoming stronger in tone 
as the campaign continues, the 
council policy committee suggests. 

Layouts should be submitted in 
rough tissue form, magazine page 
size, to avoid needless outlay of 
time and money. Contributions 
should be sent to F. R. Gamble, 
executive secretary of the Four A’s, 
420 Lexington Ave., New York. 
Copies of the official copy platform 
may be obtained from the bureau 
of campaigns, Office of War Infor- 
mation, Washington, D. C. 


‘Times’ Magazine 
Carries 496,535 Lines 

Total linage for 1942 issues of the 
New York Times Magazine 
amounted to 496,535 lines, compared 
with 402,960 lines during the pre- 
vious year. Higher figures tabu- 
lated among national magazines in 
the Jan. 18 issue of ADVERTISING 
AGE represent comparative linage 


| totals for the entire newspaper, in- 


|cluding the magazine. 


is a market? 


Good old Webster defines a market as 
“the region in which any commodity 
can be sold.” Fair enough. But WHY? 
We'll tell you why. Because PEOPLE 
live there. And people BUY things. 


Naturally, the more people there are 
the better the market. And when these 
many people have MONEY TO SPEND, 
better still. 


Looked at from any angle, Tacoma and 
Pierce County constitute Washington 
State’s SECOND market. The Tacoma 
News Tribune, with a circulation in- 
crease of 51.5% over the past five years, 
offers the BEST way to cover this mar- 


ket—at the lowest cost* per reader. 


) The News Tribune's milline rate 
is only $2.35—its circulation 50,313 
(A. B. C.) 


TACOMA’S population is up 


21°/, over 1940.* Tacoma’s aver- 


age hourly wage is up 56°/,—- 
industrial payroll UP 256°/, for 
the same period. 


That's why Tacoma is a MUST on your 
media list! 


)So irce: 1940 U. S. Census and 1942 OPA 
Sugar Rationing Registration 

(t)Se Washington State Department 
of Leber and Industr ies 


Ask for ‘Gold 
Cross’ Shoes Now, 
Maker Tells Women 


(Picture on Page 1) 


Cincinnati, Jan. 22.—Headlining 
its announcement, “An important 
message to the women of America,” 
United States Shoe Corporation will 
launch first consumer promotion of 
Gold Cross shoes—formerly sold 
under the famous Red Cross brand 
—with 1,512-line advertisements 
Sunday in a list of 46 newspapers. 

The newspaper announcement 
precedes the regular spring adver- 
tising program for Gold Cross shoes 
in magazines and newspapers. As 
before, the list includes Harper’s 
Bazaar, Life, Mademoiselle, Vogue 
and rotogravure sections of leading 
newspapers, in addition to regular 
black and white insertions in se- 
lected dailies. 

Decision to drop the Red Cross 
name, in response to a request by 
President Roosevelt, was revealed to 
the trade last October when the 
company took business paper space 
to explain its action. At first de- 
fending its right to use the brand, 
the corporation later decided to 
accede to the Presidential request, 
which also affects all other products 
employing the same name. 


Not Yet Law 


Joseph 8S. Stern, president of the 
company, said a proposed bill to 
make the change mandatory—even 
if enacted—would probably allow a 
period of years during which a 
manufacturer may continue to use 
the Red Cross name. “But we have 
decided to take immediate action in 
a spirit of patriotic cooperation,” he 
said. 

The initial consumer advertise- 
ment reminds readers that Red 
Cross shoes have been sold for more 
than 50 years, and adds: 

“Gold Cross shoes will continue 
to be Red Cross shoes in every way. 
They will be made by the same 
skilled craftsmen, in the same fac- 
tories, over the same famous ‘Limit’ 
lasts, and sold by the same mer- 
chants.” 

Stockton - West - Burkhart, Inc., 
handles the account. 


Eastern Railroads’ 
Copy SeeksSupport 
for Freight Rates 


Philadelphia, Jan. 21.— Eastern 
Railroads returned to newspapers | 
today with 1750-line institutional 
advertisements emphasizing the fact 
that railroads are hauling wartime 
freight at less than one cent a mile, | 
“lowest cost per mile since 1918.” 

Copy frankly asked the public to 
support maintenance of the recent 
freight increase granted by the In- 
terstate Commerce Commission, 
pointing out that any gain in rev- 
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SLICING "KNOW. Ow" 


GET WONDER BREAD 


Sio-baked texture - ~easy te shice! 


With baker-sliced bread a thing of the 

past, Continental Baking Co. seized the 

opportunity last week of telling house. 

wives how to slice Wonder bread evenly 
at home. 


How to Beat Meat 
Shortage Featured 
in New Bond Copy 


New York, Jan. 21.—Adhering to 
the belief that women today need 
timely, helpful food advertising, 
General Baking Company, maker of 
Bond bread, listed “9 Ways to Beat 
the Meat Shortage,” in the first of 
a new series of advertisements 
which appeared in both full seven- 
column and five-column size in 39 
cities throughout the New York 
metropolitan area, New York State, 
New Jersey and Pennsylvania. 

Nine meat-stretching recipes pre- 
pared in Bond’s new war kitchen 
were presented in the copy and sur- 
veys already com™leted indicate that 
the insertion was enthusiastically 
received, the company said, Half a 
million reprints were made for dis- 
tribution upon request. 

Bond’s war kitchen has_ been 
created to set forth new ideas that 
will make it an easier job to pro- 
vide good economical meals in the 
face of increasing food shortages 
and rationing, company officials de- 
clared. 


AFM Attorneys Ask 
Dismissal of Petition 


Keeping pace with the govern- 
ment’s court moves, the American 
Federation of Musicians last week 
asked Federal Judge John P. Barnes 
to dismiss an amended petition for 
an injunction which would end the 
union’s ban on recorded music for 
radio stations. 

Judge Barnes will hear arguments 
on the union’s motion Jan. 25 and 
has extended to Feb. 8 the hearing 
on the Department of Justice peti- 
tion, which holds that 500 indepen- 
dent stations will be forced off the 
air if the ban is permitted to stand 
Union attorneys claim Judge Barnes 
disposed of the injunction issue last 
Oct. 12 when he dismissed the 
original government petition. 


enue was offset by money returned 
to the public through reduced fares | 
on petroleum products, sugar, rub- | 
ber, ammunition and other critical 
| com modities, as well as reduced | 


| passenger fares to men in uniform 
\traveling on furlough. 


Signed by the Eastern Railroad 


cities. Al Paul Lefton Company, 
Philadelphia, is the agency. 


Supreme Court Finds 
AMA Violates Act 


The U. S. Supreme Court last 
week upheld the conviction of the 


American Medical Association and 
the District of Columbia Medical | 
Society for violating the Sherman | 


anti-trust law by conspiring to block 
the activities of Group Health, Inc., 
government employe cooperative. 
Justice Roberts defined Group 
Health as “a non-profit corporation 
organized to provide medical care 
and hospitalization on a risk-shar- 
ing, pre-payment basis.” The suit 
was begun in December, 1938, and 
one federal district court had pre- 
viously ruled that medicine was not 


a “trade,” but that ruling was re- 


versed by a circuit court of appeals. | 


Presidents Conference, the adver-| 
'tisements appeared in 50 eastern| 


| ee 


VEHICLE OF PRINTED MATTER 
DESIGNED TO HELP WIN THE WAR 


COATED 
PAPERS: 


THE MARTIN CANTINE 
SAUGERTIES, N. Ye 
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cn MASS FEEDING and MASS HOUSING Requirements ; 


2 of Over Individuals sa . 
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Ect day the big consumer readers of 
INSTITUTIONS Magazine serve the feeding and housing 


, 3 needs of over twenty-five million persons. To accomplish 

4 J | this gigantic task requires the annual expenditure of six and 

ee ’ , one quarter billion dollars for institutional products of all Your “BIG Consumer”’ Market 
pe kinds. These products embrace all types of building main- Is made up of These BIG Consumers... 
a ‘ tenance equipment and supplies . . . food products . . . food e HOTELS 

rk : service equipment... and the various other products that are 3 e HOSPITALS 

pre- 3 a so essential to efficient institutional operation. , e SCHOOLS 

tr Be : a e RESTAURANTS 

op a With its C.C. A. circulation of over 50,000, INSTITU. jimmy © COLLEGES 

“a 2 s TIONS Magazine reaches, each month, over 200,000 of 7 e HOMES ano ASYLUMS 

0: 4 these big consumer readers. These are the big consumers _ © Y.M.C.A.’s and Y.W.C.A.'s 

es ; upon whom manufacturers of institutional products must de- we © RAILWAY SYSTEMS 


¢ STEAMSHIP LINES 


pend for their full share of this huge market, both now and 


, | =» PUBLIC BUILDINGS 
=. fy —_ i" the post wer period. Be > ann OTHER INSTITUTIONS 


ican 

reek . A: 

mes es) 7 p hi : a | boa and... FOR THE DURATION OF THE WAR—in 

the ponte As the only publication serving this entire institutiona cary addition to its regular circulation, INSTITUTIONS 

for pte . . milky Magazine is being sent, without charge, to the fol- 

“a field, INSTITUTIONS Magazine offers manufacturers the e sm 

and ig. . . . . ‘ ; . ° 

ring 3, most effective, most economical means of reaching these big my = uartermasters in the Army ® Supply Officers in the 

et i- . ge Navy ® Post Quartermasters in the Marines ® Pur- 

en : ia . eye +s 

the = . chasing Officers of the U. S. Maritime Commission ® 

and. oe COnSUNETS. ae Purchasing Engineers of Procurement Offices ® Su- 

tact ee, oe. perintendents of Veterans’ Hospitals ® Purchasing 

the n by ne Agents for Bomber Plants © Managers of Industrial 
For complete details on ee Cafeterias * Operators of Army Post Exchanges ® 

~—’ this BIG Consumer Market and on the only pub- | Military Schools ® and others engaged in the war 

; effort. 


lication which serves all its related divisions, 
Consult Your Advertising Agency or write di- 
rectly to 


INSTITUTIONS MAGAZINE 


1900 PRAIRIE AVENUE e CHICAGO, ILLINOIS 


— A GA 2 YF NE 
ee 


BES Oe 1943 PLANS 
‘1943 PLANS FOR victory 
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Review of 1942 
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BY MOST OPERATORS 


New Group Will Advise 


ment Heads 
on All Matters 
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ADVERTISING AGE 


— 25, 1943 


N. Y. Daily News’ 
Plans Rate Boost 


fo Conserve Paper 


Other Dailies Make 
Few New Changes 
to Meet WPB Cut 


ae New York, Jan. 


newsprint limitation order. 


A trail of teaser boxes spotted 
throughout today’s paper beat a 
path to the editorial page where 
readers were urged to share their 
copies of the “picture newspaper” 
with other readers at office and 


plant. 


“If you can make any such ar- 
rangement, or in any other way 
avoid buying copies of the News 
that you could do without, will you 


21.—Startling 
readers with the plea, “Don’t Buy a 
News—Borrow One,” the New York 
Daily News today forecast a 10% 
increase in its $1.85 daily and $2.50 
Sunday line rates as one of a num- 
ber of steps to be taken to comply 
with the War Production Board’s 


please do so,” read the circulation 
plea in reverse. 

“We make this request because of 
the wartime shortage of newsprint, 
the paper on which newspapers are} 
printed,” the full column editorial | 
continued. 

The editorial stated that the Sen! 
17 Sunday issue reached an all-time | 
January peak of 4,015,000, and that | 
daily circulation “continues enor- 
mous.” It then announced that 
circulation would be limited by 
raising the Canadian price of the 
Sunday News to 10 cents. This move 


west of the Mississippi. 
Editorial Argument Won 


“Eventually,” the paper. an- 
nounced, “we may bring the 10- 
cent Sunday price right up to the 
suburbs of New York City.” 

Also mentioned was a series of 
“hot arguments” between Sunday 
editorial and business staffs as to 
whether comics and rotogravure 
pages or advertising linage should 
be dropped. Advertising columns 
lost, said the editorial writer. 

“We plan to attack this phase of 
the paper conservation job from two 


angles,” the announcement con- 
tinued. 
“First, we are going to raise 


advertising rates by about 10% soon. 


will be followed by a 10-cent price | 


“Secondly, we are asking our 
advertisers please to tailor their 
' space requirements in the News so 
as to effect an immediate reduction, 
| which we hope will level out to at 

east 10% and preferably 15%. 


Others Not Enthusiastic 


Other publishers showed little 
enthusiasm for the News’ announce- 
ment. 

Walter A. Young, associate pub- 
.isher of the New York Journal- 
| American, told ADVERTISING AGE that 
| the present 10% limitation would be 
met without curtailment of adver- 
ising, circulation, or editorial mat- 
ter. 

“This will be achieved,” Mr. 
Young said, “by watching house 
promotion and plus columns. Our 
operations have remained normal 
during 1941, and at this point I 
doubt if a drastic cut will really 
be necessary. If there is an addi- 
tional reduction, it’s hard to say 


+what may happen.” 

Edwin L. James, managing editor 
of the New York Times, said that 
the Times had no intention of abol- 
ishing certain departments, but has 
been tightening up editorial content 
since last March with an 11% re- 
duction in news space. 

“We are searching for some way 
to cut advertising space, too,” he 


MEMPHIS has the 
South's Biggest Market 
Area—Biggest Retail 
Sales, Biggest Income 
Biggest Popula- 
Area 76 

2% mil- 


is 


in 13 


Gains, level 
cotton 


Biggest 
counties with 
lion population, 
Americ 12th 
trade in 
tion 


tion, 


it 
largest 
popula- 


a’s phis 


area 


Value of the 
and 
grown in the 
Area last fall 
a Half 
Billion Dollars 


exceeded 


of wealth. 


phis, which 


Memphi 


ern trade area 


it is 


to incredible new uses... 
nitroglycerin, plastics, 


COTTON is the South’s most important source 


Chemurgy today is putting cotton 
smokeless powder, 
movie film, foods, ete. 


WALL STREET of the cotton empire is Mem- 


handles more cotton than all other 


American markets combined. Besides 175 im- 
portant Memphis firms selling direct to mills, 
in the Memphis market are 4,000 cotton gins, 
200 oil press mills, 1,000 warehouses. 


+ 1942 buying income for the recognized Memphis Market 
was $963,000,000—a $220,000,000 


With 14 per cent more buying power than any other south- 


increase over 1941. 


today a Billion Dollar Market. 


And every advertising schedule should include the Memphis 
Press-Scimitar—one of America’s 
With a long record of outstanding community achievements, 
splendidly productive for advertising. 
offers the highest circulation in its 62-year history—1!07,436 
—complete evening cove 


finest evening papers. 
And today it 


rage of Memphis 


COTTON is selling 

at the highest price tte 
years — 400 National Advertising 
per cent above 1932 


the Commercial Appeal are the two great ? 
ay serving Memphis. Represented by the A. 
‘ tment of Scripps-Howard Newspapers. : 


seed 


Mem- 


MEMPHIS 
PRESS-SCIMITAR 


revealed. “It would certainly help 
a great deal if our ad linage would 
fall off about 20%.” 


Plan General Tightening 


The New York Herald Tribune 
has tightened up daily editions 
about 10% by curtailing financial 
news and other departments, ac- 
cording to Howard E. Davis, vice- 
president and business manager. 
The Tribune has cut its Sunday 
comic section from eight to six 
pages; society from 12 to eight; and 
sports eight to six. Sunday single 
copy rates were upped from 10 cents 
to 12 in some areas and 12 to 15 
cents in others. 

The New York Post reduced to 
tabloid size early in 1942, cut down 
returns, decreased linage, eliminated 
job printing and effected numerous 
changes in typographical arrange- 
ments of the paper, according to 
Marvin Berger, assistant business 
manager. 

“Every effort is being made to 
cut waste and frills on the New 
York World-Telegram without 
curtailing advertising or circula- 
tion,” reported N. S. Macneish, 
business manager. Conservation 
measures include reduction of re- 
turns, cutting waste in press rooms, 
eliminating free copies, cutting 
transit waste, and curtailing promo- 
tional advertising wherever possible. 

Harold L. Goldman, advertising 
manager of the New York Sun, 
asserted that while the paper will 
not curtail its circulation at pres- 
ent, there has been a general con- 
densation of both editorial and 
advertising matter. 

PM has reduced the paper from 
32 to 28 pages and cut returns by 
fe or 40%, declared Lowell Leake, 
| business manager. 

“The fact that PM carries no ad- 
vertising is a distinct disadvantage,” 
he said. “We have no cushion to 
work with as do most of the other 
papers. An appeal has been filed 
with WPB and it is currently under 
consideration.” 


N. Y. Dailies May 
Lay Off Drivers, 
WLB Panel Rules 


New York, Jan. 20.—Metropolitan 
newspaper publishers, who lost 
their wage battle with circulation 
drivers in a War Labor Board arbi- 
trators’ decision following a three- 
day strike in December, retained 
the right to lay off employes for 
economic reasons, a bitterly con- 
tested point, in the final award by 
the arbitrators, made public today. 

The five-man adjustment board 
picked by the WLB to settle the dis- 
pute between the Newspaper and 
Mail Deliverers Union and the mem- 
bers of the Publishers Association 
of New York ruled that “each pub- 
lisher shall have the right from 
time to time to increase or reduce 
the number of routes, carriers, or 
deliveries, and to combine, amalga- 
mate, condense, alter, discontinue or 
otherwise rearrange routes or de- 
liveries as such publisher may find 
necessary or desirable, provided, 
however, that if any such change 
results in the layoff of any member 


|publisher as a regular 
|holder, the layoff may be reviewed 
by the adjustment board to ascer- 


business reasons.” 


Mackinnon New Chief of 
Times’ Chicago Staff 

James W. Egan Jr., advertising 
|manager of the New York Times, 
| has announced the appointment of 
| A. P. Mackinnon as manager of the 
| Chicago office, succeeding Douglas 


| Taylor, resigned. 
| Mr. Mackinnon, 


a member of the 


|Times’ national staff for the past 
five years, was previously with the 
New York Post and the Cleveland 


News. 


| 
Begins Negro Service 
David J. Sullivan, formerly ad- 
vertising manager of the Amster- 
| dam Star News, New York, has 
opened an office at 629 Throop Ave., 
Brooklyn, as a consultant to adver- 
tisers and marketers on promotion 
of the Negro market. 


| 


| 


| 


of the union then employed by the | 
situation | 


tain whether it was for economic or | 


i) 


THE '43 SILHOUETTE 


WE WORKING GIRLS ARE 
LUCKY AMRAMAN PURE 
WHITE SOAP FLAKES 
ST AS SAPE As 
T SOAPS MADE 
GOVERNMENT 


THAT'S WHY Kins 
FLAKES HELP aoe 
HANDS SOFT awe 

WE SAVE TOO: 

MORE THAN OTn: 
LEADING LuxuR 
FLAKES 


1 
TO vu. 5 
STANDARDS 


SOAP FLAKE « 


These silhouetted figures, drawn by Rus- 
sell Patterson, and conversational copy 
with liberal use of white space, will key. 
note 1943 advertising for Kirkman soop 
flakes. The new campaign consists of 
255-line insertions once a week in 40 
newspapers throughout the Northeast. 
Supplementary large-space advertise. 
ments will be devoted to straight mer. 
chandising copy. Newell-Emmett Co., 
New York, is the agency. 


AFM Once Again 
Cuts Remote Bands 


from Networks 


New York, Jan. 21.—CBS and 
Blue were once again without re- 
mote band broadcasts this week as 
the result of an American Federa- 
tion of Musicians disagreement with 
Stations KQV, Blue, and WJAS, 
CBS affiliate in Pittsburgh. 

Mark Woods, president of the 
Blue Network, today called atten- 
tion to the effect of the Pittsburgh 
dispute in depriving 145 independ- 
ent stations affiliated with the Blue 
of sustaining band service, saying 
that the Blue is no party to the dis- 
pute. “As a matter of fact we em- 
ploy musicians under terms com- 
pletely agreeable to the union,” he 
emphasized. 

CBS officials declined to comment. 


Lloyd Herrold Heads 
H. W. Kastor Research 


Lloyd Herrold, professor of ad- 
vertising at Northwestern Univers- 
ity, has been appointed research 
director of H. W. Kastor & Sons Ad- 
vertising Company. He will also 
continue his classes at Evanston and 
the downtown campus of the uni- 
versity two evenings a week. 

In addition to his teaching Prof. 
Herrold has, for many years, spe- 
cialized in premium and contest 
administration through his own or- 
ganization, Lloyd Herrold Company. 


Caird to Gulf 


Robert N. Caird Jr., formerly New 
York and New England district 
manager for Pencil Points and 
Metals and Alloys, has joined the 
New York office of Gulf Publishing 
Company. 


When Color Plates 
are to be made from 


Film, expensive & time- 
wasting problems fre- 
quently arise. But a fine 


CHROMART 
PRINT 


made from your Koda- 
chrome gives you the 
straightforward production 
routine of black & white. 


A Chromart Colorprint is 
superb art-copy that can be 
lettered-on, pasted into art- 
work, retouched, dramatiec- 
ally displayed ...a 
Kodachrome Film cannot. 


Prices start at $38. Write! 


PHOTOCHROME 


837 N. Fairfax, Hollywood 
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Here’s the first 
national newspaper network! 


read in Canton includes 48°, of Canton families! 


In comics section advertising in 4o great Sunday 
. ; No Group paper is published in the states of New 

newspapers with more than 14,000,000 circulation 
—Metropolitan Group represents the first truly 


national newspaper network. 


Jersey, Delaware, South Carolina or Georgia. But 
circulation of Group papers includes 61°, of the 
families in Trenton, and 60°, in Newark, N. J.; 61° 
in Wilmington, Del., 21° in Charleston, S. C., and 


Metropolitan Group circulation includes more 
18°, in Savannah, Ga. 


than 50%, of the families in sixteen states; more than 
40% in twenty states; less than 10%, in only sixteen 
states; half the worthwhile families in the U. S.! 

No magazine list, no top-rated program on a major radio 
network matches Group coverage. Because singly and 


Whole family appeal in comics 


Sunday comics are a childhood habit, never lost. 


Readership of Metropolitan Group comics among adults 


collectively, the circulation of the Group newspapers, exceeds 75°; includes virtually all children. 


is concentrated where concentration counts for most, The Sunday comics section has a whole day to reach 


parallel with population and buying power! its maximum audience, without competition from any 


other advertising. And the regular reading habit gives 
Waste turned to power advertising the greatest certainty of reception! 


Widespread circulation of a single newspaper may Advertising in Metropolitan Group comics gets 


be too light in some markets to be effective. Over- instant action all over the national market; reaches 
lapping circulation of these great Sunday newspapers not only customers—but your salesmen and dealers, 
gives useful, effective circulation in thousands of without advance notice or any secondary stimulation. 


urban markets—converts waste circulation into power, With a large space unit, four colors, and low cost, 


adds economy and efficiency to national advertising. Metropolitan Group reaches the best of the national 


For instance: No Group paper is published in market—more quickly, effectively and cheaply! 


Canton, O.,; but the circulation of seven Group papers Investigate now for 1943! 


Metropolitan Group 


Comic Section Advertising in: Baltimore Sun + Boston Globe + Chicago Tribune + Cleveland Plain Dealer + Detroit News 
New York News « Philadelphia Inquirer « Pittsburgh Press + St. Louis Globe-Democrat + Washington Star « Des Moines Register 
Milwaukee Journal « Minneapolis Tribune & Star Journal « St. Paul Pioneer Press » ALTERNATES: Boston Herald « Detroit Free Press 
New York Herald Tribune «+ St. Louis Post-Dispatch + Washington Post «+ OPTIONAL ADDITIONS: Buffalo Courier-Express 
Cincinnati Enquirer +« Columbus Dispatch + Dallas News + New Orleans Times-Picayune «© Omaha World-Herald 


Providence Journal « Rochester Democrat & Chronicle «+ Springfield Union & Republican + Syracuse Post-Standard 
METRO PACIFIC: Fresno Bee + Long Beach Press-Telegram +« Los Angeles Times « Oakland Tribune « Oregon Journal 
Sacramento Bee « San Diego Union « San Francisco Chronicle « Seattle Times + Spokane Spokesman-Review + Tacoma News Tribune 


NEW YORK: 220 E. 42 St. e CHICAGO: Tribune Tower e DETROIT: New Center Bldg. SAN FRANCISCO: 155 Montgomery St. 
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ADVERTISING AGE 
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January 25, 1943 


Attorney Denies 
P & G Knowledge 
of Secrets Theft 


Lever Brothers 
Employes Plead 
Guilty to Charge 


Boston, Jan. 20.—Charles Sawyer, 
counsel for Procter & Gamble Com- 
pany, Cincinnati, denied that his 
client had any part in alleged indus- 
trial espionage activities as the fed- 
eral government this week opened 
its trial of the soap company and 

\ six other defendants on charges of 
using the mails to steal information 
on plans and production of Lever 
Brothers Company, Cambridge. 

No officer or director of Procter 
& Gamble had any knowledge of 
the alleged conspiracy to obtain 
secret formulae, wrappers, advertis- 
ing plans, and sales figures on Swan 
soap and other brands, Mr. Sawyer 
contended, in answer to a lengthy 
recital of the government’s charges 
by Joseph M. Hargedon, assistant 
federal attorney. 


Calling attention to the patent 
suit between the two concerns, now 
being heard in Baltimore, Mr. Saw- 
yer suggested that the charges in 
the government indictment belonged 
more properly in the civil suit in 
Baltimore than in a criminal action. 


Lever Employes Plead Guilty 


Four Lever Brothers employes 
named in the indictment pleaded 
guilty before the trial. They were 
Ralph E. Cote, Harold R. Gunn, Ed- 
ward J. Johnson and Michael F. 
Toner, all employed in minor ca- 
pacities in Lever Brothers labora- 
tories or offices. 

The federal grand jury 


indict- | 


ment, returned last June, charged | 
these four men; D. Paul Smelser, | 


cc. FF. 
assistant research 


P & G research director; 
Knappenberger, 


| 


the cleanest litigation in Baltimore. 

The case, pending for nearly two 
years, was instituted by Lever Bro- 
thers Company against Procter & 
Gamble, and is based on the conten- 
tion that the defendant’s new Ivory 
soap infringes patents under which 
the plaintiff makes its Swan soap. A 


counter-charge is made that the 
patent is invalid. 
Historical data, formulae and 


chemistry symbols on soap-making 
have figured in the testimony, which 
is handled by batteries of eleven 
lawyers for Lever Brothers and 
seven for Procter & Gamble. During 
the hearing hundreds of soap sam- 
ples have appeared on the judge’s 
bench and both sides have engaged 
in courtroom demonstrations of 
various qualities of the soaps rep- 
resented. Testimony is expected to 


director, and other P & G officials| be concluded this week. 


with obtaining confidential informa- 
tion on Lux, Lifebuoy, Rinso, Swan 
and Fairy soaps for the use of Proc- 
ter & Gamble. The indictment also 
charged the use of various aliases 
by the P & G officials. 


TECHNICAL TESTIMONY 
FEATURES SOAP TRIAL 


Baltimore, Jan. 


argument and practical demonstra- 


tion in U. S. district court today as 
testimony entered the third week of | 


| 


Plan to Compile List 

of Industrial Designers 
American Designers Institute is 

compiling a list of industrial de- 

signers, which will be the only list 

of that group available, and would 


\like all those who wish to be in- 


19.—The art of| 
soap making was still the subject of 


cluded in the list to send the fol- 
lowing information to American 
Designers Institute, 115 E. 40th St., 
New York: Name, address, tele- 
phone number, branch of design 
and employer. 


MUSKEGON 


| is Busier than Ever 


A BOOTH Newspaper MARKET 


cities in America’s Largest War- 


time Market . 


families... 


sales opportunities than ever be- 


fore in its history! 


in 50 major industries during last 


Muskegon is one of the busiest 


.. Michigan! More 


more money... 


Employment 


more 


two months has increased another 


13% 


monthly average. 


Whether it’s dehydrated soups ] 


or 


stand-out market in Muskegon . . 


compared to the 5-year 


bread spreads, you'll find a 


kor 


Muskegon Market . 


Chronicle... 


- 


Chicago. 


the Chronicle. 


more 


covered practically to every home 


by the Muskegon Chronicle. 


Everybody in Muskegon reads 


It’s on the table, 


ready and handy, whenever the 
reader wants it, regardless of con- 


stantly changing working hours. 


information on the 


and the 


‘all I. A. Klein, 50 


». 42nd Street, New York, or J. 
Kk. Lutz, 435 N. Michigan Avenue, 


CHRONICLE 


‘NO BLACKOUT OF 


GOOD NUTRITION’ 


7 million Americans under arms... 
All fighters —all meat eaters... 


As the offensive power of the United Nations 
grows, s0 grows the need for meet. 


meat a basic part of 


even down to pocket-size Field Ration K? 


Meat, to which man 
has turned, is now rec 


and by the government as a protective food, 


Is ot the government? nO) 
. containing many of the things which make 
gece too has become part of the "grand 4, neath, stamina and vitality.© Is it the livestock producer? WO. 
Strategy” of winning this war ds 1 the meat industry? nO 
sess teicaminiil tiniest diate tahini To make available these benefits of meat 4 F 
. ~ ustty on an unprecedented scale, the meat in- So it your meat veteiter? wo. 
went on 8 war footing in 1941, it has fur- Gisiry nes unleashed the full po it 
nished our armed forces and our allies 4% = SUS! ba path poe ull power of #8 It is « couple of fellows named Adolf and 
billion pounds of meat—fresh and canned - Tayo. 
This is the equivalent of 19 billion aver- Here are a few of the highlights Wher the Nowewife Can Bo 
age meat meals One rolroed cor now does 


More than 1200 American meat packing 
houses and nearly 1000 sausage makers 
m 


n 
uniform the nutritio 


Those who are not directly supplying the 
armed forces and alles are doing thew part 
to supply the home front 


“Pepvulation” of Meat Animals 


Secretary Wickard’s great food-for-victory 
program starts at the grass roots, where 
hvesteck producers are working mght and 
day, often without adequate help, to break 
thew own already phenomena! records 

We have the land, we have the facilities 
and we have the will to produce 


have visited emily 


Actually there ss in this bounteous land 
one beef aruma! for every two persons, about 
the same number of hogs, and better than 
half as many sheep and lambs 

Even with this enormous supply and 
more on the way, we at home must tighten 
our belts and spread out meat a little thinner. 
but we can thank our lucky stars we have 
it to spread out 


meat retailer, are putt 
to make the meat go 
well as on the fighting 


MEAT 


AND OUR SECOND YEAR OF THE WAR 


Why is meat Item No. | on Uncle Sam's food 
shopping list? Why does the man in training 
get nearly a pound of meat a day? Why is 


The new dehydrated bee! ond pork take up only 
4 the space in st hat be re 
sth 


sexperts from the hvestock and meat 


und y 
train cooks in the preparation of meat on a large scale 


Under the rising scale of offensive effort, 
the government, the livestock producer, the 
meat industry, the sausage maker and the 


Under necessary restriction orders by the 


government, deliveries to retailers by the 
meat industry are limited 


You as a housewife are already at grips 
with this problem. You have encountered, 
and will encounter, many shortages and 
inconvemences. 


every Army ration, 


always instinctively 


ognized by science Who is to blame for them? 


the work of three i the 
h a 


- The American housewife is meeting the 
a 


problem with understanding and resource- 
fulness. She is “sharing the meat”. She is 
buckling down to doing tricks with food 
coon a which she never dreamed of before 

my She realizes that what we have learned 
about foods in a period of plenty must not 
be lost in a period of scarcity and self-de- 
mal She knows that strong, healthy boches 
are needed to win this war and to build a 
better world to live in—that there must be 
no blackout of good nutrition 

Meat is a mainstay of good nutrition 

How can you keep meat on the table reg- 
ularly, as good nutrition demands? 

One way is to learn more cuts of meat— 
to use the available cuts Many of these 
may be new to your table—but they all 
have the high nutritional value of meat — 
and can be deliciously prepared. The book - 
lets offered below will help you 

Remember, on the bartie fronts and the 
home fronts, meet «a fighting food. Moke 
every pound count! 


AMERICAN MEAT INSTITUTE Chicege 


6 


tary centers helping to 


ng forth every effort 
round—at home as 
fronts. 


2s etre termes oe avaptatte he Cound os 
Sea 


Ae 
mee he 


© Meat provides Complete high quality 


Step by step, the American Meat Insti 
industry and boosts the “share the meat' 
sumers Jan. 27 through more than 350 

be 1,750 lines. 


thramine ribotlevin macn Importont minerals — iron, copper, 


Leo Burnett Co. handles the account. 


te preparing eredate cots at meet mend her h-w heme) 
-- 


tots prepared ty the meet mdwetry Stag hy step 
ental bering Meipe Por teh babs 


ee 


proteins Essential 8 vitomins — 


tute outlines wartime problems of the 
‘ plan in this copy, slated to reach con- 
newspapers. Most advertisements will 


| women’s 
| accessories, 


Furniture, Apparel 
Given Emphasis in 
New Sears Catalog 


Chicago, Jan. 21.—The biggest 
furniture section in its history and 
greatly augmented space for wear- 
ing apparel and domestic lines mark 
the 1943 spring and summer catalog 
of Sears, Roebuck & Co., mailed out 
this week to 7,000,000 customers. 

A total of 102 pages—24 more 
than were contained in the spring | 
book of a year ago—is devoted to 
furniture. Pages were opened to 
white space and improved layouts, 
but the big section also reflects an 
expansion of Sears’ entire furniture 
line. A greater number of living 
and dining room suites and bedroom 
furniture, as well as many occa- 
sional pieces, account for the in- 
crease. New features include resili- 
ent wood springs, pre-tested in 
Sears’ laboratories, and summer 
furniture built of both wood and 
fiber. 

Despite the reduction in space 
allotted to hard lines and “big 
ticket” merchandise, the catalog 
runs 1,232 pages, only 14 less than 
a year ago. WPB demands for vital 
materials and metals are reflected 
in fewer pages devoted to hardware, 
sporting goods, auto accessories, 
auto tires and tubes, farm equip- 
ment, plumbing and heating, electri- 
cal appliances, washers, ironers and 
refrigerators and similar merchan- 
dise. 


Others Expand 


Departments awarded extra space | 
in the book include, besides furni-| 


ture: china and glassware; all do- | 
|mestic lines such as dress goods, | 
cotton goods, patterns, draperies 


and blankets, linens and notions, | 
etc.; women’s, men’s and children’s | 
shoes, except rubber footwear, | 
suits, coats, dresses and 
and foundation gar- 
ments, underwear and hosiery; and | 
men’s furnishings, suits and work 
clothing. 

Every effort has been made, offi- 
cials said, to list only merchandise 
for which inventories will be ade- 
quate for the life of the catalog. 
Last - minute substitutions were 
made in the final proofs on several 
doubtful items. 

Greater emphasis placed on 
games, books and other recreations 
for family groups, because of gas 
rationing; and in fashions full ac- 


is 


count is taken of war workers with 
specially-designed garments figuring 
prominently. 

An innovation in the Chicago 
book is a page offering cemetery 
monuments, long merchandised in a 
special catalog. Sears quotes a price 
that includes the cost of installing 
the monument in any cemetery lot 
picked by the customer. 


Brisacher, Davis 


Advances Van Norden 

R. T. Van Nor- 
den, vice - presi- 
dent of Brisacher, 
Davis & Staff, | 
San Francisco, * 
has been ap- 
pointed to head 
the New York 
office of the 
agency, said to 
be the first fully- 
staffed eastern 
office operated by 
a Pacific Coast 
advertis- 
ing agency. Si- 
multaneously with the move, it was 
announced that the company will be 
known hereafter as Brisacher, Davis 
& Van Norden. 

Mr. Van Norden joined the agency 
22 years ago and became vice-presi- 
dent 10 years ago. Emil Brisacher, 
president, explained that the New 
York office was being opened at thi: 
time “to facilitate service to the 
growing number of Pacific Coas' 
manufacturers who are already con- 
ducting market research in antici- 
pation of national postwar distribu- 
tion.” 


R. T. Van Norden 


A Wonderful 
Opportunity 
for a Real 
CAREER 
GIRL! 


A key executive of one of Chi- 
cago’s most up and coming ad- 
vertising companies is looking 
for a private secretary who is 
qualified to serve in a most con- 
fidential, important and demand- 
ing job, at good salary and with 
a promising future. Good edu- 
eation, personality and back- 
ground are required, as well as 
expert stenographic ability, tact 
and good appearance. Write in 
full confidence, giving all details, 
and enclosing snapshot if pos- 
sible. Address: Box 3914, c/o 


Advertising Age, Chicago. 
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ADVERTISING AGE 


Beneath the stern and unyielding righteousness of the men and women who 
conquered the soil of America, *Grant Wood has depicted their fixed belief 


in a better tomorrow ... an undying patriotism . 
fice, that their sons and daughters might go forward! 


De ar S. endfor: 


Mother and I missed seeing you when you 
were home for the holidays, so | wanted to write 
you now that you’re starting your new session. 


Jim is overseas, Junior is in camp and Mary 
is working in a war plant. 


This leaves us a little short-handed, espe- 
cially with volunteer work, O.C.D., U.S.O., 
rationing boards and so on. 

But we'll make out if we can keep our pa- 
tience and work hard enough. 


Senator, I'll have to admit we did lose pa- 
ience a few months back. Junior used to say I 
lways scolded him too late—after he had 
lready made up his own mind to do better. 


I guess I was waiting till I got my temper 
nder control. And that’s what I’ve done in 
our Case, too. 

First (this is just the way I used to start in 
) take our boys down a peg), I hope you fel- 
ws we've elected to Congress are going to 
ike some more responsibility. 


Now that the businessmen and the farmers 
ave turned into production wizards, we 


wouldn’t mind if a few politicians that you and I 
know would turn into statesmen for the duration. 


Second, | wanted to warn you about money. 


We know you have to think in big sums and 
spend a lot of money for the war. But try and 
remember how hard Mother and I worked to 
buy $200 worth of bonds. 


Don’t let them throw our money away or 
waste even a /ittle. A wasted million dollars 
won't save any soldier lives. And it will hurt 
five thousand families like ours who sweated it 
out in bonds and taxes. 

And listen, Senator, don’t worry about 
whether we're going to co-operate or not. We've 
given Uncle Sam our boys, our businesses, our 
money and all our confidence and, if you think 
anybody that will give this much is going to 
quibble about a gi llon of gasoline or a can of 
beans, if you think th: at, well, somehow or 
other when you took the train to Washington 
you left all your commonsense on the platform 


back here! : 


Mother and I and everybody we know want 
you to have everything to work with and want 


* * * 


. a readiness to sacri- 


to give you the most loyal, intelligent, whole- 
hearted co-operation that was ever given any 
government in the history of the world. That’s 
what you can count on from the folks back 
home. 


Now you know us, Senator, you know we all 
want to win this war just as quick and ; 
positive as anybody in Washington does. 


You know something else, too, sir. 


You know we have faith in you—faith you'll 
do the right thing. 

I remember how we put it up to Junior when 
we mortgaged the place to send him to college: 
“Son, we're counting on you.” 


And, somehow, Senator, Mother and I feel 


you and Congress aren't going to let us down. 


Respectfully yours 


Middles tlle, LS. \. 


Based on our constantly maintained appraisals of what people are thinking and feeling, we prepared this message 


from the public to their elected representatives. 


rant Wood’s famous painting “American Gothic” reproduced by permission of the Art Institute of Chicago. 


J. Walter Thompson Company 
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ADVERTISING AGE 


Vermont Senator 
Hails Co-ops as 
Brake on Monopoly 


St. Louis, Mo., Jan. 20.—The co- 
operative movement was lauded as 
a brake against the encroachment 
of monopoly and the concentration 
of population yesterday by Sen. 
George D. Aiken of Vermont, 
speaking before the first meeting of 


| regulate or eradicate such monopoly 
‘and eliminate unearned profits 
| based on tribute,’ Sen. Aiken said. 
| Cooperatives can regulate over- 
zealous private enterprise, he said. 
“Through our cooperatives, we have 
not only extended the blessing of 
power and light to rural communi- 
ties, but we have regulated quality 
of goods sold and purchased, we 


regulated prices for sales and serv- 
ices. We have found it possible to 
do many things which we as indi- 
viduals could never hope to do.” 
Prophesying a great future for co- 
operatives in the postwar world, 


have standardized grades, we have| 


Chain Store Heads 
Deny Violation of 


Anti-trust Law 


New York, Jan. 21.—L. A. War- 
ren, president of Safeway Stores, 
Inc., today denied all of the counts 
in the anti-trust indictment re- 
turned yesterday by a Kansas City 
| federal grand jury, and charged that 
three food trade associations had 
been responsible for “political pres- 
sure” that stimulated the govern- 
|ment’s case. The grand jury also 
|\named Kroger Grocery & Baking 


the National Rural Electrical Co-|Sen. Aiken reported that he did not|Company, Cincinnati, likewise ac- 


operative Association. 

“The transportation, the power, 
the products of our mines, the com- 
merce of our seas and the financial 
policies of our nation are ultimately 
controlled by less than 1% 
people,” Sen. Aiken said, adding 
that government regulation can pre- 
vent such groups from riding rough- 
shod over the public, but such proc- 
esses are slow and costly. Private 
enterprise is important, and he has 
no quarrel with it, he added. 

“When the time comes that a 
comparatively small group of men 
virtually obtain a monopoly over a 
necessity of life, then it is high time 
that action be taken to effectively 


of the} 


|advocate opening co-ops where they 


are not needed, but “cooperative 
methods will regulate private indus- 
try far more effectively than laws 
enacted in legislative halls or regu- 
lations promulgated by boards and 
commissions.” 

Speaking with Sen. Aiken were 
several government officials and 
George W. Norris, former senator 
from Nebraska and public power 
advocate. 


Inland Meets Feb. 16-17 


Inland Daily Press Association 
will hold its 59th regular midwinter 
meeting Feb. 16-17 at the Hotel 
Sherman, Chicago. 


|cusing it of violating the federal law 
in producing, processing, distribut- 
|ing and selling food and food prod- 
ucts. 

“Safeway has in no way violated 
any anti-trust law, unless being effi- 
cient and rendering a low-cost serv- 
ice to producers and consumers has 
+become a crime,” Mr. Warren said. 
\“‘We have simply joined the ranks 
,of thousands of firms and individ- 
juals, including farm cooperatives, 
war industries, lumbermen, labor 
unions, and press associations, that 
have been subjected to similar in- 
quisitions. . 

“This sort of harassment of Amer- 


ican business would only be ridic- | 
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ulous, were it not for the fact that | 
it is typical of one effective way by | 
which the war effort is seriously re- | 
tarded.” 

Mr. Warren charged that Mrs. 
Rose M. Kiefer, manager of the Na- 
tional Association of Retail Grocers; | 
William Garfitt, manager of the} 
United Fresh Fruit and Vegetable | 
Association, and Paul Willis, presi- | 
dent of the Grocery Manufacturers | 
of America, had played “a major 
part” in the investigation. 

C. M. Robertson of Cincinnati, 
president of Kroger, said that “an- 
other arm of the government is en- 
deavoring to recommend the very 
things that Kroger is and has been 
doing, providing low-cost food to 
consumers by buying direct from 
the farmer and producer, and ef- 
fecting the maximum of economics 
in the distribution of the same.” 

The Department of Justice has 
pending in federal court at Dallas, 
Tex., another parallel suit against 
the Great Atlantic & Pacific Tea 
Company. (ADVERTISING AGE, Nov. 
30.) 


Names Fisher Agency 


James Fisher Company, Toronto, 
has been appointed to handle adver- 
tising for Yale & Towne Mfg. Com- 
pany, Canadian division, St. Cath- 
arines, Ont. 


SHES bor PRIORI 


But she’s ready for it! 


Though her men may 
armed forces or work topsy-turvy 


hours in war plants, t 


assured that she is equal to this, the most 
important job home makers ever faced. 
For in women’s service books like the 
Companion she has been studying the ins 
and outs of wise spending for a long time. 
months, her interest in the 


Of recent 


women’s magazines to which she goes first 
for such help has risen to an all-time 


high. In fact, since war 


magazines have scored a 4-to-] gain in 
high readership, as compared with 1940. 

The relationship between Companion 
readers and Companion editors is now 


closer than ever 


T’Sa bigger pocketbook than ever before 
...and a bigger responsibility, too. 


and greatly increased 


leave for the 


hey can rest 


struck home, those 


reader interest is the inevitable result! 


For right now the woman's need for ad- 
vice and guidance is great and growing. 


And right now is your 
to earn her good-will 


golden opportunity 
for today and to- 


morrow. by telling her. through the Com- 


panion, how to solve 


these buying prob- 


lems which have increased so greatly in a 


woman's day, 
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Heavy Promotion | 
Will Introduce 
‘Stams’ to Public 


New York, Jan. 22.—Stanc irg 
Brands, Inc., long one of the 1: »g- 
est bulk producers of vitamir pB 
and other yeast elements for p) ar. 
maceutical and food manufactur:rs 
today announced promotional p! ins 
for its entrance into the consu: er 
drug field with a new multi-vitam jy 
and mineral tablet, Stams. 
Spearhead of the product’s in‘ »o- 
duction in six midwestern states \ j]} 
be weekly full, half, and quarter. 
page newspaper advertisements in 
cities of more than 100,000 popula- 
tion. 

Other features of what the com- 
pany terms “the most intensive aqd- 
vertising and sales promotion ca:n- 
paign in the history of the drug in- 
dustry will be spot announcements 
on principal CBS, Blue and Mutua] 
stations, and cut-in announcements 
on the Charlie McCarthy program, 
sponsored for Tenderleaf tea and 
Chase & Sanborn coffee, and the 
O’Neills, sponsored for Royal bak- 
ing powder and desserts. The cam- 
paign will be launched with the 
Charlie McCarthy broadcast Sun 
day, Feb. 28. 

Special four-color window and 
counter display material will be 
provided. The company expects to 
widen distribution to a _ national 
basis, market by market, following 
the preliminary introduction and 
test campaign. Other consumer 
drug products will follow. 

The Stams package is dominated 
by detailed, informative copy on 
the contents, as the result of sur- 
veys revealing that consumers are 
interested in abundant information 
on the potencies and daily require- 
ments of vitamins. 

Charles L. Bowman continues as 
manager of Standard Brands’ reor- 
ganized pharmaceutical division. 
John La Ware, formerly in charge 
of bulk vitamin sales in Chicago, 
becomes sales manager, bulk prod- 
ucts. John W. Clissold, formerly 
in charge of bulk products on the 
Atlantic Coast, becomes sales man- 
ager of consumer products. 

Stams will be marketed through 
chains and service wholesalers in 
the drug field. Ted Bates, Inc., is 
the agency. 


Lewis Named to 
OWI Domestic Branch 


William B. Lewis, formerly chief 
of the domestic radio bureau of the 
Office of War Information, has been 
named an assistant director of the 
domestic branch, Gardner Cowle 
Jr., domestic director, has an- 
| nounced. 

To assist Mr. Lewis, the bureau 
of campaigns has been changed int 
a division in Mr. Lewis’ office with 
H. Andrew Dudley as chief. Mr: 
Dudley has been acting chief of th: 
bureau of campaigns since the res- 
ignation of Ken Dyke, now a majo 
in the Army. No successor to M: 
Lewis as head of the domestic ra 
dio bureau has as yet been named 


Larry Reid Promoted 


BOY—DO WE GO TO TOWN! No, we're not psychic, but we know 
we'll click in February! How? Because we are sure in advance what our 
readers will need and want. In fact, we feature some of the latest and 
hottest dispatches from the home front in a double-spread of com- 
muniques from our Reader-Reporters coast-to-coast, entitled: “It's a 
Real Town-Meeting.”’ Another double-spread “*You’re in the Army, 
Too,” tells how WAACS keep fit. “All Clear” gives the low-down on 
soap mask treatment favored by doctors. A big United Nations Food 
Portfolio advances the Good Neighbor policy via the alimentary canal. 
All this Service with a big S—plus a month-long ration of timely 
fiction. We're proud of February. 
Take a look—see why! 


UNDERSTANDING WOMEN IS OUR FULL-TIME JOB 


Larry Reid, editor of Motion Pic 
|ture, has been appointed executiv« 
|editor of the Fawcett Screen Unit 
|He will be succeeded by Joa: 
'Curtis, formerly editor of Holly 
wood. 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTF’ 


Write for Sample Copy = Chicago, !"!- 
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un 
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nal Ts ANSWER to “How am I doing?” means 
om most when it comes from a fellow professional. 
ner . J 
And so there is no group in America whose 
ted ; : 
ra esteem the Editors of TIME value more highly “ 
<A than the editors of America’s other maga- 7 
ar : 
. . b 
lon zines. : 
re- ” 
Last fall Time addressed a questionnaire 
as 
or- to these other editors through Carsen Asso- 
on. 
rge ciates, asking them just one question: “What 
Zo, ° . ° 
id- do you consider the most important magazine 
MA in America?”* 
in- re . . 
With due respect for professional pride, 
“ human nature, normal ego—TIME expected 
is that each and every editor would vote first 
place to his own magazine. Realistically, 
TIME trained its sights on second place. For 
t P 
7 this once, that was TIME’s idea of tops. 
the p ° ° 
en But the magazine editors of America 
the p 9 ° 
le played hob with TIME’s notions about human 
in- ? 
nature. They gave TIME first place, topping 
au pa c 
ito (3 other magazines. They gave TIME a lead 
ith 
hy of almost four to one over the nearest maga- 
she , , 2s 
Bs- zine that carries advertising, and they reg- 
jo F . . 
it istered more first choice votes for TIME than 
‘a - . . 
od for all next 11 magazines combined. 
'e Do you know about “What do you consider the most important TIME is indeed grateful for this vote of confi- 
it these surveys? magazine published in the U.S. today?” dence —will do all in its power to deserve the 
al ° * 4 4 > « 66) 4 > 9 
” This survey of Magazine Editors is one of a And the answer came (and keeps coming) from continuing interest and support of “America’s 


» 99 
“ series which TIME has been making through each and every group: TIME. Most Important People. 


Carsen Associates. You have seen the results 
IME THE WEEKLY NEWSMAGAZINE 


of some of them in printed advertisements. 
You will see the results of several others as 
‘he weeks go by. The box herewith sums up 
the ones already printed and tells of the ones 


till to appear. About ten in all. 


But there’s more to this than appears in 
he box. For twenty-six other groups of im- 
portant people in the U.S.—more than 20.000 
of the country’s leading people—were asked 


ihat one question: 


“341 magazines, one name per magazine, as listed by Stand- 
rd Rate & Data: 121 editors replied (35.5%). 


These Key groups all vote TIME 
“America’s most important magazine!” 
(Perhaps because TIME does the most important job a 
magazine can do— for America’s most important people.) 


EVIDENCE PREVIOUSLY SUBMITTED: 
Corporation officers and directors (TIME, 3 to 1) 
Newspaper editors (TIME, 2'¢ to 1) 


Radio commentators (TIME, 2 to 1) 

People listed in “Who's Who” (TIME, 2 to 1) 
EVIDENCE HEREWITH: 

Magazine editors (TIME, almost 4 to 1) 


COMING SOON! 
College Presidents 


Members of Congress School Principals 
Mayors of U.S. Cities 


Newspaper ¢ ‘olumnists 
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ADVERTISING AGE 


$60,000 Pledged 
fo Carry on New 
Advertising Study 


Radio Industry Is 
Heavy Contributor 
to New Project 


Chicago, Jan. 19.— With more 
than 100 individual pledges, totaling 
approximately $60,000, already re- 
ceived as a result of the initial 
mailing to advertisers and media, 
the committee fostering develop- 
ment of The Advertising Study—a 
new analysis of the economic and 
social functions of advertising—ex- 
pects the goal of $200,000 in pledges 
to be reached within another month 
or six weeks, ADVERTISING AGE 
learned this week. 

As revealed in the Dec. 28 issue 
of ADVERTISING, AGE, sponsors of the 
new study expect to spend $100,000 
on actual research and fact-finding 
operations, to be conducted by the 
National Industrial Conference 
Board, and the other $100,000 for 
3 dissemination of the results of the 

study. Actual work on the study, 

originally reported to be getting 

24 under way “immediately,” will be 

‘ started as soon as the $100,000 ear- 

marked for research has been col- 

lected by the National Industrial 

‘ Conference Board, after which from | 

six to ten months are expected to 

elapse before the essential data is 

gathered. That means that there is 

little likelihood that findings will be 

available for analysis and dissemi- 
nation until the end of 1943. 


Forming Progress Committee 


A progress committee of 11, with 
one member representing each of 
the organizations whose head is 
serving on the original committee, 
is now in process of being de- 

veloped, and will probably be com- 
pleted within a week. Those already 
selected to serve on this progress 
committee, together with the mem- 
ber of the original committee by 
whom he was nominated, are as 
follows: 

Dr. A. E. Taylor, economic ad- 

viser, General Mills, for James F. 
i Bell, chairman of the board; Kar] 
Fischer, assistant to the president, 
Burlington Lines, for Ralph Budd, 
president; Don Smith, advertising 
manager, Wilson & Co., for Thomas 
E. Wilson, chairman; Harold Hall, 
business manager, New York Times, 
o for Arthur Hays Sulzberger, pub- 
a lisher; G. Edward Pendray, assist- 
ant to president, Westinghouse Elec- 
tric & Mfg. Company, for A. W. 
Robertson, chairman; Howard Hus- 
ton, assistant to president, American 


, Cyanamid Company, for W. B. Bell, 
’ president. 
" Several Exceed Pledges 


This “progress committee,” when 
completed, will handle liaison work 
with the National Industrial Con- 


ference Board in connection with 
the collection of data, and will also 
develop plans for the dissemination 
of the findings, both to business | 
management and to the public, after 
the study has been completed. Per- 
manent offices of the Advertising 
Study will be opened in New York 
shortly; at present, details are being 
handled through the General Mills 
office in Minneapolis, with W. H. 
Chase, director of public relations 


A quarterly pub 
: lication showing 
the work of tree 
lance artists, to 
gether with their 
names and ad 
dresses. A great 
variety of select 
ed art talent for 
the art buyer 


ORDER NOW? on 3202 ye 


four velveble copies 


ASSOCIATED CHICAGO ARTISTS, INC. 


Dept. AA, 840 NORTH MICHIGAN AVE. CHICAGO, ILL 
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ape ; 
for that organization, serving as 


temporary secretary. 

Although the initial letters to ad- 
vertisers and media requested con- 
tributions not to exceed $1,000, with 
half of this payable immediately to 
the National Industrial Conference 
Board and the other on call for use 
in the dissemination of the results, 
initial subscriptions have included 
five subscriptions in excess of this 
maximum, all from the broadcast- 
ing field. 

NBC and CBS have each pledged 
$7,500, the Blue Network has 
pledged $2,500, Mutual $1,500, and 
the National Association of Broad- 
casters (not included in the list of 
advertisers and media approached 
by letter) has pledged $5,000. Con- 
tributions of $1,000 have already 


| been received from such companies 
as American Telephone & Tele- 
graph, whose president, Walter S. 
Gifford, is a member of the sponsor- 
ing committee; American Sugar Re- 
fining Company; Armour & Co.; 
Canada Dry Ginger Ale, Inc.; Chi- 
cago Daily News, Times and Trib- 
une; Washington Star; General 
Foods, whose chairman, C. M. 
Chester, is also a member of the 
original committee; Lever Bros.; 
McCall Corporation; Cowles pub- 
lishing interests; Philip Morris; 
Schlitz Brewing Company; Procter 
& Gamble Company; R. J. Reynolds 
Tobacco Company; Ward Baking 
Company, etc. 

The study itself will be made 
under the supervision of Leonard 
|Kuvin, administrative director and 


director of economic research of the 
National Industrial Conference 
Board, and undoubtedly will take in 
the place of advertising in a war 
economy as well as an economy of 
peace. The aim of the study, as 
outlined in the letter seeking funds, 
was declared to be “to obtain an 
objective, independent and authori- 
tative appraisal of the position of 
advertising as an integral part of 
mass production, as a force in em- 
ployment, a medium of information 
and communication, an instrument 
of distribution, a powerful factor in 
the social and cultural progress, 
and a sustaining influence in a free 
press and radio.” 

Following closely upon the heels 
of the Harvard study, completed a 
year ago, with the cooperation of 


— 


— 


the Advertising Research Founda. 
tion, the new project has stirred up 
considerable interest and some ag. 
verse criticism. However, sponsors 
of the new study declare that, wh}, 
the study itself must Obviously ph, 
an “economic treatise,” the eng 
result they are seeking is a presen. 
tation of the findings in simple 
factual terms which will be under. 
standable to both business and the 
public. The Harvard study, they 
say, because of its length and aca- 
demic flavor, is valuable as a source 
book but has had little effect upon 
the thinking of either business o; 
the public. 

It is for this reason that $100,009 
has been set aside for dissemina- 
tion of the information obtained jy 
the new sudy. 
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Binner for Stewart 


c. P. Binner has been appointed 
sales promotion and advertising 
manager of Brunswick-Balke-Col- 
jender Company, Chicago, succeed- 
ing G. R. Stewart, who has resigned. 


Reach Adds Account 


Chas. Dallas Reach Company, 
Newark, has been appointed to 
handle the account of Fibre Conduit 
Company, New_ York. Business 
papers, farm publications and direct 
mail will be used. 


Lambeth to Metcalf 


Lambeth Rope Corporation, New 
Bedford, Mass., has appointed 
George T. Metcalf Company, Provi- 
dence, as advertising agency. Busi- 
ness papers will be used. 


Pal Blade Plans 
Biggest Campaign 


in Its History 


New York, Jan. 21.—Although 
production of Pal hollow ground 
safety razor blades has necessarily 
been curtailed by wartime restric- 
tions, Pal Blade Company will 
launch aé full scale advertising 
offensive, emphasizing the superior- 
ity of hollow grinding, in Collier’s, 
Esquire, Life, Liberty, The Satur- 
day Evening Post and Time. Inser- 
tions are scheduled to appear at 
least once a week throughout the 
year. 

Besides the magazine campaign, 
which is the largest in the com- 


pany’s history, newspaper advertis- 
ing will continue in full force. In 
more than 450 cities from coast to 
coast, Pal blade advertisements will 
run in dailies once and twice a week 
during 1943. 

As added reinforcement to the 
drive, Pal is preparing several win- 
dow displays and dealer helps, and 
a continuation of sampling by uni- 
formed Pal girls to acquaint new 
users with the excellence of the 
blade. Al Paul Lefton Company 
handles the account. 


Guinter Joins Tyson 

George H. Guinter, formerly pro- 
duction manager in the New York 
office of Maxon & Co., has joined 
O. S. Tyson & Co. in the same 
capacity. 


Sheehan Joins ‘Look’ 


Cornelius J. Sheehan, formerly on 
the staff of the New York World- 


| Telegram and promotion manager of 


the New York Journal-American, 
has been appointed promotion man- 
ager of Look. 


Nash Advances Skutt 


L. F. Skutt has been appointed 
general sales manager of Nash-Kel- 
vinator Corporation. Mr. Skutt, 
who was with General Motors for 
more than 20 years, joined Nash in 
1942. 


Names Remington 


Wm. B. Remington Inc., Spring- 
field, Mass., has been appointed to 
direct advertising for Bay State 
Thread Works, Springfield. 
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if it’s a real solution to a real problem, it’s raw meat 
for over 100,000 hungry readers. 


Metalworking management men can’t be prima donna special- 


ists today. Things are changing too fast. Methods, materials, ma- 


chines... 


responsibilities . . 


. jobs... products . . 


. parts. . 


. all 


are shifting with tremendous speed, and all must be studied and 


known. 


It’s only common sense, then, that these key men turn to an au- 


thoritative, weekly, horizontal publication for the editorial fare 


that satisfies this hunger for the latest facts. That means THE 


IRON AGE. 


Technical articles in THE IRON AGE are selected, or ferreted 


out on assignment, for their value as clear-cut reports on the best 


of present-day practice. No one reader is interested in all of these 


articles. His diet is rich enough with the share of stories that do 


concern his immediate problems. 


So the variety is great—sheets, bars, or powder . . . sparks, chips, 


or grains; drawing, plating, or welding .. . all subjects are treated, 


so long as it’s metalworking and is the real solution to a real prob- 
lem, That way IRON AGE editors consider it fit for print . 


worthy of presentation to our over 100,000 readers. 


And our readers are readers. They're also key men. . 


. buyers, 


now and later. They can say “yes” or ‘‘no” when your brand name 


comes up. What they know best they like best. 


They'll know you best if you use a generous schedule of adver- 


using in THE IRON AGE, 


A Chilton @& Publication 


100 East 42nd 


Street, New York City 


TELLS DISTILLERS' STORY 
A Report to the Nation 


@@ the Beverage Distilling Industryy 
Part in the War Effort ..and the current 


the 100% 


H. V. Kaltenborn's report on 
conversion of the distilling industry is 
the subject of this copy, being used in 
three national magazines and 250 dailies 


by the Distilled Spirits Institute. It also 
explains shortages of certain brands and 
tells why many distillers are operating 
under a self-imposed rationing system. 
Swertfager & Hixon is the agency. 


Paper Bag Gets 
New Promotion as 


Wartime Container 


New York, Jan. 20.—To spread 
the story of the kraft paper bag’s 
emergency role as a wartime con- 
tainer, the Union Bag & Paper Cor- 
poration will soon expand its adver- 
tising with a new campaign enlist- 
ing Business Week, Fortune and 14 
business papers. 

“Multiwall bags are today carry- 
ing vital war equipment and sup- 
plies to every battlefront,” one 
company officer explained. “Paper 
bags such as we never knew a dozen 
years ago have been developed to 
take the place of no-longer-available 
jute and burlap bags.” 

Paper containers are doing jobs 
never believed possible, he said, 
“We have paper bags today which 
will take a terrific beating and stand 
up under downpours and hurri- 
canes,” he added. ‘We have paper 
bags which will breathe, keeping 
water out but letting air in, besides 
machines capable of making multi- 
wall bags with more walls than ever 
before. Dozens of products can be 
packaged more economically and 
better in kraft paper bags than in 
any other way.” 

Initial insertion on the schedule 
depicts an actual experiment in 
which water is boiled in a paper 
container, and carries the headline, 
“Ever hear of boiling water in 
paper?” The second advertisement 
describes a machine designed to 
give paper bags a going over to see 
how they stand up. The slogan, 
“Kraft paper—the service uniform 
of American products,” has been 
injected into the campaign. 

Kenyon & Eckhardt is the agency. 


Joins Campbell-Ewald 

Jack B. Peix has joined the 
executive staff of Campbell-Ewald 
Company, New York. He was for- 


merly director of public relations 
|and executive assistant to the gen- 
|eral manager of the Institute of Dis- 
| tribution, New York. 


Ann Arbor Starts Drive 


The Ann Arbor Railroad, Toledo, 
O., has launched an advertising pro- 
|gram in Traffic World, marking first 
use of any publication with national 
circulation by the 54-year-old rail- 
|road. Gardner Advertising Com- 
| pany, St. Louis, is the agency. 
| 


_)"No Burton Browne 
| client has a 
competitor with 


better advertising” 


BUBTON fA BROWNE 
ADVERTISING 


160 EAST SUPERIOR STREET 
CHICAGO: DEL. 3800 
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Advertising 


Barton A. Cummings, of the De- 
partment of Information, OPA, 
made some very interesting and 
pertinent comments on current war 
advertising in a letter published in 
“Voice of the Advertiser’ in the 
January 18 issue of ADVERTISING 
AGE. He made a frank criticism of 
advertising of the inspirational type, 
suggesting that advertisers who 
want to do their part in helping to 
win the war might well turn to a 
more informative and directly help- 
ful kind of copy, which would rep- 
resent something the public could 
get their teeth into. 

The advertising which merely 
relates that the manufacturer is 
turning out material for war pur- 
poses, and then does a little flag 
waving to show that it is providing 
equipment of top importance for the 
armed forces, is often readable, and 
frequently well written. However, 
it is likely to be very similar to that 
of many other manufacturers in the 
same position. On the other hand, 
advertising which informs and helps 
the civilian population which is now 
struggling along on short rations 
would not only be more practical, 
but much longer remembered. 

“For example,’ suggests Mr. 
Cummings, “let us single out an 
advertiser who previously manufac- 
tured refrigerators. The advertiser 
could well use the objectives listed 
above by pointing out that he is no 
longer manufacturing refrigerators 
because he has converted to the 


manufacture of war planes and 


on the Beam 


engines, etc. Also, he could point 
|}out that since refrigerators are no 
longer being manufactured, the ones 
already in use in the households of 
America must be made to last until 
the war is over. Telling owners 
how to make them last certainly 
would be valuable information for 
the public as well as a contribution 
to the government. This is an ob- 
vious example, yet many manufac- 
turers are overlooking this 
servation slant.” 

Right now one of the biggest 
problems is to make our automotive 
equipment last for the duration, 
keeping American workers rolling 
to their jobs and carrying on other 
necessary activities. There has been 
comparatively little service copy run 
by automobile manufacturers on 
this subject, though some very fine 
advertising has been published re- 
cording the great war production 
activities of the automotive indus- 
try. The kind of advertising which 
provides useful information to mo- 
|torists would serve a definite war 
purpose, and would be much more 
| valuable from a long range promo- 
|tional standpoint than that which 
talks only war production. 

Advertisers may have to get on 
the beam to make their war copy 
more effective. 


con- 


There are so many 


war jobs crying to be done, and/! 


requiring advertising facilities in 
their accomplishment, that copy 
which does not perform in the right 
way is likely to attract unfavorable 
comment in high quarters. 


Getting Back to Selling 


The report of the new advertising 
campaign of the Celotex Company, 
described in the January 18 issue of 
ADVERTISING AGE, was unusually 
interesting, not only because it indi- 
cated the resumption of active pro- 


motion by a leading manufacturer | 
of building materials, but because it | 


Suggested that the company has 
reached the point where it can start 
selling again. And that is a healthy 
and refreshing development, no 
matter where you find it. 

Celotex spokesmen explained that 


the demands of government for its | 


products, used widely in war con- 
struction work, are tapering off, and 
that because of its large expansion 
of production facilities, it will now 
have much more of its output avail- 
able for distribution to the public 
through building material dealers. 
And so, in addition to talking in 
interesting terms about the miracle 
home of the future, to be built from 
present bond purchases, it is getting 
down to brass tacks in suggesting to 


home owners, farmers and others 
that they use Celotex in their repair 
and remodeling work. 

The situation is interesting, too, 
because new building construction is 
still banned, and materials pur- 
chased must be used for repair and 
maintenance work, except in the 
construction of defense housing. But 
Celotex sees in this restricted mar- 
ket plenty of sales opportunities, 
and is doing its part for the indus- 
try in getting people to think about 
taking care of their homes, particu- 
larly as some home owners may 
have gathered from all the publicity 
given the building field that every 
kind of construction work is pro- 
hibited. 

Many of the great tasks of war 
construction and _ production are 
reaching their peak, and after that 
there will be surpluses of some 
products for civilian use. Real sales 
promotion and real selling may be 
back in the picture a lot sooner 
than you thought. 


LOS ANGELES: | 


AS PLAIN 


AS A, B, C 


por 


GROCERIES 


—Progressive Grocer 


"| want ten cases of alphabet soup; the price must conform to the OPA, terms 
COD, and send it PDQ to the WAAC." 


| Ad-libbing 


Adman Versemaker 

| Back in 1938 Rod Maclean, adver- 
|tising manager of the California 
Bank, sent a dialect Christmas poem 
| to Matt Weinstock, columnist on the 
Los Angeles Daily News, who ran 
it in his paper at Christmas time. 
Since then, he has received requests 
each Christmas to rerun the poem, 
and so far has done so for five con- 
secutive years. Since this state of 
affairs may go on forever, we think 
ithe readers of this column ought to 
| know about it, and with Mr. Mac- 
lean’s permission, we reprint his 
hardy perennial here. 


S1zzZons GRITTINKS 

| Yingle, vingle, vingle. 

i\Comes it now Kris Kringle 

(Gjeeves it now extrawarance 
Finencial pains in poppa’s pants. 
“*heeldren they are full from 

| sveetness, 

|Also they are full from neatness. 
For a veek see poppa’s pets 

Lighting heem his cigare 

Miracles on Sunday morning, 

Qvietness, without a varning, 

Halping momma vit de dishes 

Hoping they should gat tree vishes. 
Momma also geeves affaction 

Like a kendy store confaction, 

Cooks it poppa’s favorite blintzes 

Just by vay of geeving hintzes. 
Robber, t'ief, this Senta Claus 

Should gattink punches in de jaws 
kor making people spanding money 

iI'm tallink you, it eesn’t fonny. 
When he’s coming, yingle, yvingle, 
Batter you should staying single. 


Fascinating Stuff 

Mortimer Berkowitz has _§ sent 
copies of an attractively bound, 190- 
|page book by Abraham Merritt, 
editor of The American Weekly, to 


advertising and agency executives, | 


and a lot of them have undoubtedly 
been having a lot of fun reading the 


straight-from-the-shoulder writings | 


of Mr. Merritt, and the interesting, 
amazing and amusing anecdotes he 
tells in “The Story Behind the 
Story.” 

The book developed as a result of 
a suggestion by a member of the 
advertising sales organization of 
The American Weekly, who said he 
felt that the vitality of the publica- 


tion’s editorial material would be| 


made clearer if the editor could find 
a way to take them behind the 
scenes. Editor Merritt goes behind 
the scenes, all right, and turns up 
with some mighty interesting exam- 
ples of “the editorial mind in 
action” —case histories of the devel- 
opment and the chasing down of 
editorial features. 

Be sure to read the story behind 
the story of the “The Most Marryin’ 
Man.” and be sure, too, that you 
don’t miss the editorial reasoning 
behind the scenes—the why and 
wherefore of the double - page 


|spread, the “woodcut page,” etc. 
It’s all human interest, and a kind 
of short course in how to win read- 
ers and hold them. 


That Buoyant Spirit 

George W. Greene, of the Leader- 
News, Waupun, Wis., writes a note 
to “Colonel” Ad-libbing, explaining 
jthat “our former governor, Julius 
Peter Heil, made so many colonels 
that you must be one,” in which he 
}assures us that we made no mis- 
|take in giving Wisconsin a bouquet 
las the state in which advertisers 
suffer from few inhibitions. 

“It warms my heart,” says George, 
| “to discover that you have found 


WANTED 


| Something New to 
Raise Hell About 


ee ee 


GHORGE W. GREENE, Editor 


THE WAUPUN LEADER-NeEws === 


| Wisconsin to be the place where 
|advertisers suffer from few inhibi- 
| tions. 

“We used to have a tavern that 
advertised a big special—nine dime 
beers for a dollar on Saturdays. 


| ° . 
Inquiries came from as far away as | 


Bombay. 
| “The enclosed advertisement 
|; might indicate that we are trying to 
ido our part in upholding the fame 
of the Badger state. Results have 
| been fairly good.” 


| So Editor Greene, temporarily out | 


j}of things “to raise hell about,” now 
j has a fresh supply, and his weekly 
can be expected to do a hell-raising 
job. 


Jottings 

Legally bingo is taboo in Wiscon- 
jsin, but games continue. Here’s 
how the Grand Opera House of 
Oshkosh called attention to a change 
in dates: “NO RELAX TONIGHT 
on account of blizzard. Relax next 
Sunday afternoon and Monday 
night.” .. 


a 


Information 
for 
Advertisers 


The following documents May be 
| secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national] 
|advertiser or advertising agency 
_ executive writing on his business 
| letterhead. 

No. 1209. Fingertip Data for 1543, 
| Under concise headings such as 
|Schedules, Mechanics, Basic Data, 
/and Market, Electrical West has put 
into this folder a quick 1943 picture 
of this publication, its circulation 
and the market it covers. 


No. 1210. $1,250,000,000 Ain’t Hay, 

This sum is the estimated 1942 
cash income from crops and live- 
stock produced by California farm- 
ers, reports this folder, issued by 
The Katz Agency. The folder out- 
lines the production picture, gives 
figures on the use of modern farm 
machinery and facilities and tabu- 
lates the circulation and editoria| 
services of the Pacific Rural Press. 


No. 1211. 


The Story of the Talking 
Foghorn. 

Free & Peters has issued this bro- 
ichure, which tells the story of 
Sonovox, the acoustical develop 
ment which puts the voice of almost 
/any kind of animal, machine or 
musical instrument into words. It’s 
ithe story, specifically, of Lever 
| Brothers’ use of the device for the 
Lifebuoy program. 


No. 1212. Heating & Ventilating’s 
Market Data. 

| Several new data sheets have 
been issued by Heating & Ventilat- 
| ing. One, showing how U. §& 
‘dwellings are heated, according to 
‘equipment and fuel, is followed by 
la state tabulation; others are heat- 
jing and ventilating equipment sta- 
itistics by years; automatic heating 
‘equipment data by years, and air 


| conditioning installations by type 
and region. 
No. 2083. How You Can Help Your 


Retailers Solve Their Wartime 
Problems. 

This “war album,” issued by As- 
'sociated Business Papers, reports 
some of the problems facing retail- 
ers today, and shows, by examples, 
|how advertisers and editors are 
| helping to solve those problems. 


No. 2085. 
Figure. 
Radio Station KYW has _ issued 
| this folder, which contains a map of 
the Philadelphia trading area, with 
a description of the production and 
| buying power of this territory, and 
'a map of what is termed the sta- 
tion’s “custom tailored” coverage. 


Philadelphia’s Classic 


No. 2086. Sun Rise. 

| The Chicago Sun has issued this 
| brochure, which recounts the stor 
of its progress and accomplishment 
| from the time of its founding a yea 
ago. The brochure discusses th 
|paper’s various editorial feature 
provides analyses of daily and Sun 
day circulation and charts its n: 
tional advertising position. 


No. 2040. When You Buy 
Buy an Audience. 

Radio Station WTAG has issue 
this folder, which reports the ré 
sults of a coincidental telephon: 
dealer preference and personal in 
terview survey showing listenin 
habits in the Central New Englar 
area. 


No. 2046. Weekly Magazine Reac 
ing in the U. S. Armed Forces. 
Life has issued this report, whit 
is a separate study from its Cor 
tinuing Study of Magazine Aud 
ences, though directed by the san 
group. Figures on the reading ‘ 
the four national weeklies are base 
on 2,399 interviews in 26 differe! 
areas adjacent to Army camp 
Army and Navy air fields and base 
and Navy yards in continental U. * 
A tabulated breakdown shows pé 
cent of readership by branch 
service and rank. 


Tim 
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The circulation of The American 
Magazine reached an all-time high with 
the December, 1942 issue which 
climaxed an over-all two year gain 


with an estimated total net paid of... 


This December issue also represents 
a tremendous gain in single copy sales 


which reached a new high of more than 


850, 000 


The Crowell-Collier Publishing Company, 250 Park Avenue, New York City 


The big job this magazine has done 
during the past two years—reporting 
the other big jobs being done in this 
country —makes this magazine interest 
more of “the people who give a damn” 
every month. Makes The American 
Magazine stand out as a major medium 
for today’s advertising needs! 


re | — oo. eee + 


IN THE SERVICE OF THE NATION 
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Contest Features 
Stardust Campaign 


Theme of the spring campaign to 
be launched by Industrial Under- 
garment Corporation, Poughkeepsie, 
N. Y., for Stardust slips and 
blouses will be a nationwide con- 
test to find “Miss Stardust.” No 
purchase is necessary, but con- 
testants will be asked to send in 
photographs accompanied by their 


added to the consumption of their | will retain its name and temporarily 
leading publications. Thus it ap- | eseperate that of Hollywood. In 
pears that many promising young/the Fawcett Men’s Group Dynamic 


Paper Cut Forces 
Fawcett to Kill 
4) Publications 


| magazines will be suspended for the | Detective is merged with Daring 
duration, with the intention of re-| Detective under the name of the 
viving them as soon as possible after |latter. Mechanix Illustrated goes 
the war is won. \from 10 to 15 cents. There will be 

In a letter to its advertising staff|a slight reduction in the number of 
explaining the Fawcett program of | pages and weight of paper of Life 
wholesale elimination of titles, the | Story. 


SS a ee i, 


— 


Sound Scriber to 
Launch Drive for 
Postwar Market 


New York, Jan. 21.—In an effort 
to create a wider postwar demand 
among business executives and pro- 
fessional men for the advantages of 


_ publishers referred to the “exquisite | The titles which have been dis- 

Drops Money-Makers ‘agony” which had been experienced |continued are as follows: Photo 

in deciding how to meet the prob- | Story, Good Photography, Photog- 

to Clear Path for | lem created by the WPB order to|raphy Handbook, _ Squads Riot, 

Leading Magazines cut 10% in paper consumption. | Movie Album, Movie Star Album,|jaunch an advertising campaign jy 
/They pointed out that tonnage in- | Movie Story Year Book, Radio Year weekly magazines. 

New York, Jan. 20.—The idea|creases in 1942 had amounted to | Book, Mechanix Illustrated’s Radio| While under present restrictions 
which was prevalent in some quar- | 47%, and with sales continuing to|Manual, Model Builder Manual, the company cannot make or sell 
ters that the magazine publishing|mount, radical steps had to be Sportsman’s Manual, Handy Man’s | Sound Scribers for civilian use, it 
field could absorb a 10% paper cut 


measurements. 

Copy insertions are scheduled for 
24 women’s fashion and _ service 
magazines. Norman D. Waters & 
Associates, New York, directs the 
account. 


Ensminger Named V. P. 


Ward K. Ensminger has been 


electronic recording, Sound Scriber 
Corporation, New Haven, manufac. 
turer of electronic equipment for 
office recording, this month wil] 


taken. The elimination of 42 periodi- | Home Manual, Flying Manual, How | plans to continue the advertising ” 
elected a vice-president of Rand|..4 continue in its stride was | cals, with a total circulation of to Build It, Homes and Plans, Home | program for the duration. Present ‘ 
McNally & Co. and head of the com- knocked into a cocked hat by the | 2,599,855, was the result. This step | Decorator, Lawn and Garden Hand- production is devoted entirely to 
se _— ~— =— — Ens- | announcement last week by Faweett | will save approximately 25% in| book, How to Build 20 Boats, Ibis,| Army, Navy, government and war p 
Gliiintion tor meny oad sere | Publications Inc., of the discontinu-| paper consumption, and open the | Lance O’Casey, Golden Arrow, Spy | industry requirements. | a 
Seeds Andrew McNally Il who is|ance of 42 money-making publica- | way for the maintenance of page Smasher, Bulletman, Mary Marvel,| Erwin, Wasey & Co. is the agency. 
serving in the Army corps of engi-|tions, as a means of obtaining al|size and continued circulation |Commando Yank, All Hero Comics, —— , 
. neers at St. Louis. — saving sufficient to allow their lead- | growth of the remaining properties. pose om = ae a Two Join L & M , 
; ‘sles ahes rr hi a m day mics, ‘omics, i 
se pace th tli arora iy 1083. Hollywood” Dropped Christmas Comics, Dance Band|_ Sally Cramer and Soe Le : 
Artkraft War Materials— This week rumors have been cir-| The elimination of Hollywood te agg hy X pg ee. bre _— —* Miss Ge Y 
Like Artkraft Signs— ‘culating of discussions by other|from the Fawcett Women’s Group ize oss Words and five other formerly with Abbott Kimball Com: r 
Ase the Place? ‘publishing houses with numerous|through merger with Motion Pic- one-shots or titles which appeared 


: in 1942 pany, New York, will be in charge 
\lines of magazines on the possibility | ture, discontinues a five-cent seller |in 1 42, ; of sales promotion for the agency's 
aa jof discontinuing a number of their | which had been making gains, but| It is likely that Fawcett will or-| cosmetic accounts. Miss Le Vathes 
less important books, to establish a | represented only a small part of the|ganize the remainder of its big|was formerly advertising manager 
saving in tonnage which could be | group circulation. Motion Picture | stable of successful comic magazines 


of Jay Thorpe, New York. 
into a group. This field has been 
expanding rapidly in the past few 
4 of money 75 cents per page per thousand at 
,\ which comic magazine circulation 


years, with more than 150 books on 
the newsstands. Because of the con- 
fusion regarding this type of me- PUT MONEY 
dium in the minds of advertisers, 
has been available, they have paid 
out handsomely for many mail- 
order accounts, and Fawcett be- 
) lieves that the field is ready for a 
m4 . 


i. aon 2s 


little business except that of mail- 
comic group of established circula- 


order companies has appeared in ON THE FAVORITE! 
them. However, at the low rate of ‘ 
tion successes. 


Move Is Approved 


The current Fawcett comic titles 
include Captain Marvel’s Adven- 
tures, Whiz, Master Comics, Funny 
Animals, Captain Midnight, Wow 
Comics, Captain Marvel Jr., Gene 
Autry, Don Winslow of the Navy 
and America’s Greatest Comics, for- 
merly a bi-monthly and now to 
appear as a quarterly. 

Eliott D. Odell, advertising di- 
rector of Fawcett Publications, 
said that the announcement of the 
changes made in the company’s 
publication list has met with a 
favorable reception by advertisers 
,and agencies, who feel that the step 
taken has conserved the facilities of 
the important media most used by 
advertisers. 

Fawcett has also made a decision 
'which is expected to have consider- 
abie effect in the distribution of its 
publications, announcing to its 750 
wholesalers that the price of all 
Fawcett 10-cent magazines will 
hereafter be 6 cents, a reduction of 
half a cent. In the aggregate this 
represents an increase in the whole- 
salers’ net on all Fawcett publica- 
tions amounting to $200,000 a year. 


* 
The increase in the wholesalers’ 717% ° , 
margin is from 1 to 1% cents, the | 0 ss . of its total daily 
retailer’s price being 7% cents per | ‘ , , 
circulation is concentrate 


copy. 
Standard Brands in the Portland Area. 
Chester A. Barth, vice-president | +” 


Advances Three 
of Standard Brands. in charge of 


sales in the Pacific Coast area, has 
been named general sales manager. | 


. , . 

Dr. Theodore Sedlmayr has been | HERE. ~- Tn Oregon Ss Primary 
appointed vice-president in charge k t T J has 
of manufacture, purchase and traf- a 
fic, and Philip S. Lord has been | Market... T!.¢ Journ 
named field sales manager. e 

— a substantial lead over al 

J. W. Belanger, formerly assistant | other daily newspapers. 
manager, has been appointed man- | 
ager of General Electric Company’s | * 
federal and marine department. He 
succeeds D. W. Niven, manager since | 


1921, who will continue as a mem- | 
| ber of the department available for 


| consultation and special duties. 
Portland’s Afternoon Newspaper 


Ruberoid to Ferry-Hanly 
| Ferry-Hanly Company, New York, 
bby J © w Rt he AL has been appointed agency for The PORTLAND, OREGON 


Ruberoid Company, New York,| Represented by REYNOLDS-FITZGERALD...New '®" 
PORTLAND, OREGON 


IF you want real penetration 0! 
this potent market, advertise 
in the Daily Journal, favorite 
paper of the Portland Area 


There’s plenty of money in Portlapd. Payroll figures 
are breaking more records than/Kaiser’s Shipyards. 
In 12 months industrial payrolls have jumped from 


less than 10 million dollars month to more than 27 
million dollars a month. Jf you have goods or services 
to sell now, or when Vittory is won, Portland, Oregon Belanger Advanced 
is a market well werth intensive cultivation. There 
is plenty of cashAn the coffers today, and there'll be 
plenty*¥a thé years to come. (Portland is one of the 


nation’s téading cities in War Bond sales). 


The JOURNAL 


‘producer of roofing and building | Chicago, Philodelphic, Detroit, Los Angeles, San Fron? 
products. H. O. Nadler will be 
account executive. 
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WPB Answers 
Questions About 
Paper Limitation 


Washington, D. C., Jan. 19.— 
Swamped by hundreds of calls and | 
yisits from puzzled publishers and | 


advertisers, the War Production 
Board’s printing and _ publishing 
pranch last week issued several| 


score of formal and informal “in- | 
terpretations” of its recent limita- 
tion orders on newspaper, magazine, | 
commercial and book printing. 

Here are some of the most im-| 
portant ones: 

Q. Are business papers and farm 
papers covered by the magazine | 
order L-244? 

A. Yes, since they have a maga. | 
zine format and are considered as | 
magazines by the industry. If a| 
business paper or a farm paper has | 
a newspaper format and is con- 
sidered as a newspaper by the in-| 
dustry, then it is covered by the} 
newspaper order, L-240. 

| 


Printing Time Clarified 


Q. Are the January, February, | 
and March issues of a magazine or | 
business paper considered the first 
quarter’s issues for the purposes of 
determining paper allotments? 

A. Not necessarily. The paper 
that is actually printed, or is off the 
presses from midnight, Dec. 31, to 
midnight, March 31, is the amount | 
used. For example, if half of the 
publication’s covers are printed up 
to midnight, March 31, only that 
half will be considered as consumed | 
during that period. 

Q. May a magazine published by 
a publisher’s wholly-owned _ sub- 
sidiary, or by another corporation 
owned by the same publisher, be 
lumped with the publisher’s other 
magazines for determining the 
quotas established under L-240 and 
L-241? 


A. All of the facts governing | 


the corporate structure must be 
taken into consideration in each 
case, which will be judged on a full 
understanding of all of the factors 
involved. 

Q. Can a publisher start a new 
magazine and be sure of getting a 
paper tonnage quota for it? 

A. No. An appeal is necessary, 
since the magazine was not in exist- 
ence in the base period. 


Must Submit Details 
Q. What information should be 
included in an appeal? 


A. All pertinent facts needed for | 
an equitable decision, including 


circulation growth and nature of | 


circulation, tonnage of paper used 
by quarters in 1942, weight of cover 
and inside papers, why terms of 


orders are unduly restrictive (citing | 
the order),| 


the paragraph of 
whether all possible paper econo- 
mies have been made, what specific 
relief is requested, etc. The appeal 
should be sent in triplicate, and ad- 


Ucuscotor 


IS NOW 
RATIONED 


Even so, we can still handle 
a large volume of color 
printing on newsprint—fold- 
| ers, broadsides, paste-bound 
; booklets and circulars. 
| Printed in one to four col- 
| ors at high speed, and at 
low cost. 


If you have a printing pa- 
per problem, perhaps we can 
help you solve it. 


SHOPPING NEWS 


ewscdlor “Division CLEVELAND 


| folders. 


printing and publishing division, 
Washington, D. C. Ref: 
magazines, L-20 for newspapers; L- 


245 for book publishers; and L-241 | 


for commercial printers. 

Q. As a merchandising service | 
to advertisers, a publisher repro- | 
duces advertisements from his | 
magazine in the form of posters or) 
Is this paper usage con- | 
sidered part of a magazine’s quota? | 

A. No. It is commercial print- 
ing, covered by L-241. 

Q. A publishing company pub- 
lishes both newspapers and maga- 
zines. 


lumped together? 
A. No. Separate records must 
be kept. The newspapers are cov- 


dressed to War Production Board,| ered L-240, the magazines by | t- -240. 
| L-244. 
L-244 for | 


Must the paper quota for! 
| both newspapers and magazines be 


Inserts Are Included 


Q. Many publications carry in- 
|serts. If the stock for these inserts 
is furnished by the advertiser, must 
| the publisher take any account of it 
in figuring his paper consumption? 

A. Inserts 
| part of the publisher’s tonnage. 
| Otherwise a publication could evade 


must be figured as| 


the order by substituting inserts for 


advertisements. 
Q. May publishers consider 
newspapers published by one cor- 


in determining paper quota? 

A. No. Each newspaper must 
keep separate records and be con- 
sidered as a separate entity under 


all | 


porate enterprise as a single entity 


| 


All of the magazines pub- 
lished by one publisher are lumped 
together, however, under L-244. 

Q. Are community newspapers 
considered as newspapers, maga- 
zines or commercial printing? 

A. If they are printed in their 
own plant, they are usually con- 
sidered as newspapers. Perhaps, if 
they are printed for the publisher 
by another printer, they may be 
considered as commercial printing. 


Shopping Papers “Commercial” 


Q. Are shopping newspapers con- 
sidered as newspapers, magazines 
or commercial printing? 

A. Generally as commercial 
printing, governed by order L-241. 

Q. Must all questions with re- 
gard to the paper situation be re- 


- 


ferred directly to the WPB printing 
and publishing division in Washing- 
ton, or to regional offices? 

A. Many questions may be an- 
swered by a careful reading of the 
orders. Doubtful cases should be 
referred to the printing and pub- 
lishing division, WPB, Washington, 
D. C., with reference to the proper 
order. A copy of the publication 
should always be sent. 

Q. Few publications have re- 
ceived direct notification of the 
paper orders. Will notice be sent? 

A. Copies of the orders are being 
sent to most publishers. Copies 
may be obtained, however, by writ- 
ing Public Inquiry Section, Office of 
War Information, 1400 Pennsyl- 
vania Ave., Washington, D. C. 


| 


220 EAST 42nd 


BUY MORE 
WAR BONDS 


STREET, NEW YORK, N. Y. 


ber wolf three times his size. 


war's hell. 


the message through. . 


tion — printed, typed, or written. 


* * 


paper. 
watermarked ledger sheet; 


we 


THE SIGNAL CORPS 
“GETS THE MESSAGE THROUGH” 


This nerve center of the army demands split-second 
coordination — the ability to work like lightning 
yet keep cool as ice. Courage? All in the world. 
The kind that enabled the bulldog to lick the tim- 


ingenious resourcefulness — that can take commu- 
nications equipment reduced to junk and make it 
talk again under fire. Men who can splice a cable 
one-handed or run the gauntlet through modern 


So, too, Adirondack Bond is picked for the job to get 
. because it's a watermarked 
100% sulphite bond paper that can take it to perfec- 


Companion Papers 


INTERNATIONAL MIMEO SCRIPT—Ideal for mimeo 
work. INTERNATIONAL DUPLICATOR— More copies, 
clear reproduction, in gelatin or spirit process. 
MANIFOLD — Strong, lightweight, watermarked manifold 
ADIRONDACK LEDGER — Economical, 
for accounting 


SPRINGHILL TAG— Index and Bristol 


And most of all, 


. 


BEESWING 


strong, 
and records. 
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Dairy Group Drops 
Product Copy; to 
Explain Shortages 


‘Public Understanding’ 
Copy to Feature Drive 
in Newspapers 


Chicago, Jan. 21.— With news- 


papers instead of magazines carry-|in matters concerning production, 
ing the major load, and “public| shortages and rationing of dairy 
understanding” copy rep lacin g | products; (2) provide widespread made by the Mark Vandewart Com- 
product promotion, the American) means of keeping the buying public 


Dairy Association will soon launch | 
a new campaign in major markets | 
throughout the country. 

The _ association, representing 
more than 3,000,000 dairy farmers, 
will tell a drastically revised story 
in the impending drive, contrasting 
with heavy 1942 promotion of but- 
ter, cheese and other dairy products. 
National magazines, supplemented | 
by extensive point - of - purchase | 
merchandising aids, were used then | 
to build sales of foods now on the | 
growing list of scarce supplies. As | 
late as last November, color copy 
in the magazines was telling house- 
wives why butter should be on their 
shopping lists and suggesting econ- 
omy dishes with butter and cheese. 

With production demands grow- 
ing, and shortages mounting, the as- 
sociation was forced to cancel the 
remainder of its magazine schedule. 
Members of its executive commit- 
tee, meeting here last weekend, de- 
cided however that advertising is 
still essential and that it faces per- 
haps its biggest merchandising job 
to date —selling the consumer on 
necessary rationing and still keep- 
ing him as a customer for postwar 
days. 


To Use Dailies, Outdoor 


|plaining production demands to the) 
public, thus relieving the pressure 
of customer on retailer, retailer on 
distributor, distributor on manufac- 
| turer, etc. 

Patriotic in appeal, though with- 
out any flag waving, the campaign 
| will present the dairy farmers’ side 
lof the food production story and 
encourage full cooperation in mak-| 
ing the most of food production in 
meeting Army-Navy, lend-lease and 
home requirements. Three points 
are emphasized by the association | 
in connection with the drive, which | 
it believes will: (1) Provide dairy 
farmers with a voice to the public 


constantly mindf 
value and flavor goodness of dairy 
foods; and (3) provide ways of pre- 
venting temporary shifts to other 
foods from becoming permanent. 
Foote, Cone & Belding handles the | 
association account. 


| 
| 


Issues 104-Page Paper 


The Year End Review edition of | 
the Argus, Rock Island, Ill., con- 
tained 104 pages, which carried) 
more than 9,200 inches of advertis- | 
ing, including 15 full pages. 


To S. Duane Lyon 


ul of the nutritional Ggnadian Agencies Head 


Red Cross Campaign 


An extensive drive for funds by 
the Canadian Red Cross will be 
launched throughout Canada the 
first of March. The campaign will 
be under the direction of the fol- 
lowing advertising agencies: Cock- 
field, Brown & Co., A. McKim, J. J. 
Gibbons and Russell T. Kelley. 

T.R. Elliott, public relations man- 
ager of General Motors of Canada, 
has been appointed chairman of the 
national publicity committee. 


Paterson Promoted 


Poe Par = e mae 

January 25, 1943 Ja 
——— : —— a 
Issues Revised 
Blackout Book 

“Keeping the Blackout Outside 

Your Home,” a 15-page booklet pre. : 
pared by Myrtle Fahsbender, direc. - 


tor of residential lighting for Wes;- 
inghouse Lamp Division, has beep 


reviewed and approved by the yf. Sa 
fice of Civilian Defense. no 

The publication, which is a reyj- A! 
sion of an earlier booklet of ihe de 


| same title, is available for two cents 
la copy from the illuminating engi- 


€ 
|neering department, Westinghouse pe 
Lamp Division, Bloomfield, N, J fr 

qt 


In its new promotion, the as-| 


sociation plans to use half and quar- | 


ter-pages in dailies of 15 to 18 key 
food centers as well as similar copy 
in a supplementary list of 30 smaller 
cities throughout the country. Copy 
will be kept as timely as possible. 
Outdoor advertising will also be 
used, mostly in the Midwest. 

The association is operating with 
the full realization that it has vital 
markets to protect; that lend-lease 
demands can end within 24 hours; 
that lines must be laid now for the 
postwar period. Despite their pre- 


occupation with attempting to fill) 


record dairy food production de- 
mands, association members have 
not lost interest in cooperative ad- 
vertising efforts and, according to 
Owen M. Richards, general man- 
ager, two or three new states may 


enlist this year under the ADA , 


banner. None has withdrawn. 

No Attacks or Fault Finding 

Copy for the new campaign is 
still in the formative stage, but the 
association said it will make no at- 
tack on competing interests—such 
as the margarine producers — nor 
will it find fault with any part of 
the government food program. Ad- 
vertisements will be aimed at ex- 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


* independent Survey of Providence Bulletin 


S. Duane Lyon, Inc., New York, | 
has been named agency for Master 


pany, New York. 


poration. 


A. H. Paterson, general works CKLW Appoints Hutton C 


manager since 1940, has been pro- 
Chef food and beverage products| moted to vice-president 


Donald S. Hutton, formerly with 


of Ply-|Zenith Radio Corporation, Chicago, di 
mouth Division of Chrysler Cor- | has joined the sales staff of Station tc 


|CKLW, Detroit. 


Lcan see for Ll 


It was late in the afternoon, just before the last edition, 
when I wrote it. My pencil broke. Funny how a man re- 
members the little things at the bigger moments. 


I wrote: “CZAR MOBILIZES ARMY.” 


That was when the fuse, set at Sarajevo, reached the 
dynamite. That was the beginning of World War One. 


It was 28 years ago. 


WAS a oopy reader then—a head- 

line writer. I wonder if the folks 
who read my paper have ever stopped 
to think how amazingly this paper, how 
amazingly every paper, has changed. 
Changed? That’s not the word. It’s a 
revolution—a revolution in newspaper- 
ing. No less. 


Up to those days we didn’t carry 
much foreign news. Later, when the 
few correspondents reached the front, 
we had some longer stories. 


Then, the war was mostly in a few 
spots. This is something different. This 
is a GLOBAL WAR, tearing through con- 
tinents, racking hemispheres, stagger- 
ing mankind. This is a public war, our 
battle and we, the people, HAVE TO 
KNOW if we are going to be ready— 
ready for tomorrow, ready for a NEW 
WORLD. 


Topay’s NEWSPAPER meets 
that demand to KNOW. From the seven 
seas, from sixty nations, come 250,000 
words of cable and telegraph news every 
24 hours. 


Today the bulletin, the flash, is no 
more the story which the public de- 
mands and gets than the starter’s go-gun 
is the race. Today’s public demands— 
and gets—the ‘‘whole.”’ 

Today’s Americar lives in a bewil- 
dering world of war, a world of upset 
economics, fantastic political expedi- 
ences, dizzily changing social habits. 
His only way out to understanding is by 
way of the Great Acquaintance which 
the American newspaper gives him. 


The whole world is delivered to my 
copy basket every twenty-four hours 
these days. Maps, interpretation, anal- 
ysis and strategy, geography, back- 
ground and pictures, flow across my 
desk with never-ceasing speed. End- 
lessly the cataract of news comes down. 


And just over there, along that row of 
windows, in offices quieter than mine, 
are other writers, men and women study- 
ing this ever-flowing river, studying 
this same news, these maps, this geog- 
raphy, this strategy, this background, 
the art and science of war. 


There, and in similar quiet offices, sit 
some of America’s, indeed the world’s, 
most distinguished writers, men and 
women, thoughtful, experienced, trav- 
eled, ever adventurous—faring daily in- 
to the vivid, colorful field of ideas. They 
explain, make understandable, illumi- 
nate the flood of news and pictures. It 
makes me humble. 


I WRITE ONLY HEADS over 
the stunning stories of mankind’s des- 
perate struggle. 


BUT I CAN SEE, FOR I AM HERE. 


I am a copy reader and I know today’s 
American newspaper. Handling news, | 
KNOW what it gives. It isn’t just that 
today’s paper is bigger, that I handle so 
much more cable and telegraph. I see 
something far more than that, infinitely 
greater. 


Today’s newspaper puts us all into a 
wide, new world. It presents to us the 
fascinating opportunity to live an im- 
measurably larger life. It is the broad 
window—this newspaper—at which we 
sit so breathlessly and watch the aston- 
ishing drama that men play now upon 
the earth. 


Today, through the window of your 
paper, you look upon an amazing pro- 
cession. You SEE as no newspaper 
reader ever saw before. You SEE ships 
and planes and troops that go marching 
on. Iceland, Africa, New Guinea, Rus- 
sia and the Solomons move close. 


And from seven bitter battle lines, 
from all the continents, from the far ends 


of earth, 300 daring writing men and 
picture men are pounding out and paint: 
ing, in amazing detail and accuracy, (ie 
story of those who have gone forth (o 
fight your war and mine. 


I am an older man now, an Editor. I stil! 
write headlines. I have written the heud- 
lines for the little wars of long ago. Tocay 
the words pile up to millions and we study 
as never before, to sift and send to an ¢%- 
panding multitude of readers everythin’ 
that matters most. 

WOULD THAT I COULD MAKE YoU S!! 
THE REVOLUTION IN THE NEWSPAPER 

But today’s new journalism is not al! of 
war. From that window of yours you s¢¢ 
the DRAMA of a changing world. 


NO FLASH WILL TELL THIS STORY. 
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" Rataen in the E 


Armed Forces 
0 


Victor L. Cosgrave, formerly with 
Sarra Inc., Chicago photographer, is 
now in the radio division of the 
Army signal corps at Camp Crow- 
der, Mo. 

Joe Singer, formerly assistant ad- 


yvertising manager of the Chesa- 
peake & Ohio Railway Company, 


Cleveland, is now a cadet in the | 


tion manager of Station WSB, At- 
lanta, has reported to the Navy at 
Charleston, S. C., as a lieutenant 
(jg). 

Joe Dennison, formerly of the 
Philadelphia office of Industriat 
Equipment News, has been pro- 
moted from a lieutenant to a cap- 
tain in the Army, and has moved to 
the quartermaster truck regiment 
at Monroe, N. C. 

Bill Gay, radio producer for Lord 
& Thomas, Hollywood, has joined 
the Army air forces. Mr. Gay’s 
agency production work on Orson 


quartermaster officers’ school at | 
Camp Lee, Va. 
Ernest (Cappy) Capobianco, art 
director of CBS since 1937, reported | Thomas Freebairn-Smith. 
to Fort Dix, N. J., on Jan. 19. | Waldemar G. Schaeve, advertis- 
Marcus Bartlett, formerly produc-|ing manager of Sears, Roebuck & 


Welles’ “Ceiling Unlimited,” CBS 
program for Lockheed Aircraft Cor- 
poration, has been taken over by 


Co., Milwaukee, has been inducted 
into the Army. 

Set. Edgar M. Frink, formerly 
classified advertising manager of the 
Post-Star and Times, Glens Falls, 
N. Y., has been placed in charge of 
public relations at the Marine re- 
cruiting and induction station in 
Albany, N. Y. 

George Beall, executive assistant 
manager in charge of sales promo- 
tion and advertising, Hotel Gibson, 
Cincinati, has joined the Navy as a 
petty officer, first class. He is sta- 
tioned at Camp Endicott, Davisville, 
» %, 


Moves Chicago Offices 


| Merchandising Advertisers, Chi- | 
| cago, has moved to new and larger 
| quarters at 646 N. Michigan Ave. 


NBC Central Division 
Shifts Personnel 


Kenneth D. Fry, NBC central 
idivision news and special events 
|director, has resigned effective Feb. 
'/1 to join the overseas branch of 
‘OWI. William Ray, former press 
|department manager, will succeed 
| Mr. Fry in the Chicago post. 
| John F. Ryan, formerly picture 
|editor and then news editor of the 
|division, has been named central 
|division press manager to succeed 
|Mr. Ray. 


Faust to McCarty 

Clifford A. Faust, formerly 
| charge of transportation advertising 
of Ohio Brass Company, Mansfield, 
O., has joined McCarty Company, 
Los Angeles industrial agency, as 
an account executive. 


THt MODERN MIRACLE OF JOURNALISM 
brinus the reader up standing, through its 
diversity of material, its expanded range 
of subject matter. The Great Acquaint- 
‘tce which it brings includes far more 
than the ways of war. 


explain and to 


The American citizen turns to the do- 
Mesiic news, to the editorial writers, to 
the columnists, the specialists, the ana- 
'Ysts and the experts to bring a sense of 
order and understanding to the mind. 


and understanding. 


grow. | have seen it 


What the citizen THINKS is based upon #48 upward surge. I 


"ha: he KNOWS. Every day and every 
nig! ' the newspaper goes further to bring 
him the knowledge upon which wisdom 
Can 


Ome to rest. 


today’s paper goes beneath the top of 


jo eee 


this dizzy, unhappy world to inform, to 
interpret—in 
fields of man’s endeavor. 


ALL the 


Men and women turn to it today, with 
a new eagerness, to find guidance through 
a complex mixture of moral, intellectual, 
political and social concepts. Here they 
find the flowing source of daily education 


I know because I have watched it 


coming. I have felt 
live in the heat of 


its life. | write headlines and over the 
top of this Newspaper of Yours I write: 


READER SEES ALL LIFE IN 
MAGICAL HUMAN DOCUMENT 


One of a 


eens we “ ‘ae ea 


series of newspaper advertise- 


ments prepared by the Hearst News- 
papers. Other organizations are welcome 
to reprint the original newspaper adver- 
tisement with or without credit line to 
the Hearst Newspapers. 


Small Business 
Committee Lists 
Five Objectives 


Urges Broad Use 
of Facilities, No 
New Plant Erection 


| Washington, D. C., Jan. 20.— The 
| Senate committee on small business 
this week unveiled its plans for 
Congressional action to avoid dis- 
crimination against small business 
in the distribution of war contracts. 

Sen. James E. Murray of Mon- 
tana, committee chairman, declared 
that the basic system of free enter- 
prise has been virtually suspended 
by war, and that “the trend toward 
expansion of big concerns and the 
wiping out of smaller ones has been 
renewed with greater impetus than 
ever before.” 

He called attention to the irony 
of having plants lie idle while the 
United Nations need speedy manu- 
facture of war materials, and as- 
serted that 70% of all prime con- 
tracts are in the hands of 100 com- 
panies. “Subcontracting has pro- 
ceeded at a snail’s pace,” he said. 

In brief, the report provided: 

(1) Small business must be more 
effectively used in war production; 
(2) small business must be more 
effectively used in meeting essen- 
tial civilian needs; (3) small busi- 
ness requires assistance in adjust- 
ing to certain war conditions; (4) 
small business needs better access 
to capital; (5) if small business is 
to make its maximum contribution 
to American life, the federal gov- 
ernment must improve its approach 
to the small business problem. 

Four major legislative proposals 
are under consideration by the com- 
mittee, each dealing with one of the 
first four parts of the program. Sure 
of legislative attention are said to 
be the problems of adjusting leases, 
mortgages and inventories. Also, 
capital will probably be made easier 
for the small operator to obtain. 

The committee also feels that a 
War Minerals Director should be 
named, that functions of all govern- 
ment agencies should be redefined, 
that a director of civilian supply 
should be appointed within WPB to 
end a “chaotic” civilian supply pic- 
ture, and that steps should be taken 
to relieve commitments. 

The committee said pointedly that 
the directors of the production effort 
should utilize the country’s full 
|capacity now rather than _ build 
| plants “which are likely after the 
| war to be leased or otherwise dis- 
| posed of to large corporations.” 

Indicating a belligerent attitude 
toward further concentration pro- 
| grams, the Senate committee prom- 
ised “forthright measures to prevent 
the pattern of concentration de- 
veloped in war production from be- 
coming the pattern of concentration 
‘for all manufacturing after the 
war. 


‘ 


in | 


Ninety-seven of the nation’s 
072 counties received 56% of al 
war contracts in the first half oi 
1942. Troy* is the county seat 
of one of these 97 counties. Cov- 
rage of this major New York 
narket costs only 12c per line. 
eA RB ty 
por 264 


a.m THE TROY RECORD 
(stone THE TIMES RECORD 
[Le BOY RONDO A cds ADVE ANACES | 
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ADVERTISING AGE 


sens 25, 1943 


The Globe in Copy 


To the Editor: Your readers may 
be interested in the striking simi- 
larity between the enclosed adver- 
tisement which we prepared for 
Sealed Power Corporation to use in 
Collier’s and The Saturday Evening 
Post in 1937, and the inside front 
cover of the current issue of the 
Illustrated London News, as used 
for State Express cigarets. 

J. M. CLeary, 

Vice-President, Roche, Williams 

& Cunnyngham, Inc., Chicago. 

— e & 


‘Radionics’ Use Called 
One-Man Campaign 

To the Editor: I believe the cap- 
tion under your “American Term” 
illustration on the front page of the 
Jan. 18 issue is both ambitious and 
ambiguous. There is no quarrel 
about the adjective “electronic” be- 
ing of British coinage, but “elec- 
tronics” with the “s” on it is strictly 


McGraw-Hill, coined as a noun for. 
the magazine Electronics and used | 


in its first issue, April, 1930. 


We have yet to find a dictionary | 


with the noun “electronics” in 
although its usage is now broad. 

Your caption says, “the industry 
may decide to substitute the less | 
familiar word (radionics) in future 
advertising.” We of this publica- 


it, 


tion and many I have talked with | 


in the East had never heard the 

word “radionics’” until letters began 

coming in here and there from a 

single individual in Chicago who 

seems bent on promoting the idea. 

WALLACE B. BLOoop, 

Sales Manager, Electronics, 
New York. 


a aes 
Fraternal Papers Are 
Willing’ to Cooperate 
To the Editor: I have just been 
reviewing the Jan. 11 issue of your 


publication in which the following 


article appeared: 
“Washington, D. C., Jan. 

James J. Davis, honorary general 

director of the Loyal Order of 


Moose, today advocated suspension | 
fraternal | 


for the duration of all 
publications as a means of conserv- 
ing paper for use in 
Also ‘non-essential,’ according 
Sen. Davis, would be similar organs | 
for trade unions, professional, liter- 
ary, historical and scientific organi- | 
zations.” 

I want to make it absolutely clear 
that I did not make any such state- 
ment, and that the statement attrib- 


uted to me is a gross misquotation | 


of my actual remarks. 

You will recall that during the 
last war, Mr. Hoover, in his capacity 
as relief administrator, called a con- 
ference of all fraternal leaders, 
order to deal with this same ques- 
tion, i.e., the conservation of paper. 
I attended that conference as the 
representative of the Loyal Order 
of Moose, 
of a committee which drew up a 
resolution to the effect that our 
organizations would be willing to 


* . . P | 
comply with any regulations which 


the government 
invoke. 

In discussing the above confer- 
ence with a Pennsylvania news- 
paper man recently, I said: “I be- 
lieve that the fraternal groups of 
today are no less willing to coop- 
erate than were the fraternal groups 
of that day.” No mention whatever 
was made of the publications of 
trade-unions, professional, historical 
or scientific organizations, nor of 
any other such organization. And 
at no time did I advocate the sus- 
pension of any type of publication. 


might see fit to 


In my opinion, you would have 
every right to be alarmed at this 
statement, if I or any other govern- 


mental official had really advocated 


such measures as are imputed to 
me in this unfounded statement 
But you may rest assured that I 


have too much regard for the demo- 
cratic processes of our government 
ever to advocate such a harsh and 
authoritariuin program. Moreover, 
as one who is sincerely interested in 
the development of group life, and 
as one who has long been identified 


8.—Sen. | 


newspapers. | 
to | 


in | 


and was elected chairman | 


Voice of the iat 


This depar 


tment is a reader’s forum. 


Letters are welcome. 


THE GLOBE—IN PEACE AND WAR 


SEALED PowER 
PISTON RINGS 


‘Wee 
OF ner 


| 


is strikingly similar. 


STaTE 


PRESS 


fer wewe te coi 


wane te 
THE ROUSE OF StAlE faPat 


A 
ESTA SERVES 288 ba 


PCADNAY LONDOm OW i. 


Five years separates these two advertisements, yet the treatment of illustrations 
Copy at the left appeared in the United States in 1937, 


while the State Express cigaret advertisement ran in the Christmas 1942 issue of 


the Illustrated London News. 


|with fraternal and labor organiza- 
| tions, I certainly would not take the | 
Position that any 

publications are “non-essential.” 
the contrary, it is my sincere opinion 
that these publications serve a very 
valuable and useful purpose, both 


with respect to the members of their 


|respective organizations, and with 


| respect to the citizenry of the entire 


nation. 
| I would very much 
| your printing this letter in the forth- 


coming issue of the ADVERTISING AGE, 
|in order that my position on this 


matter might be clarified and in 
order that the error of your pre- 
vious article might be corrected. 

I sincerely regret that this mis- 
understanding has come about. I 
have conferred with the reporter 
involved, and he has assured me 
that while his original news release 
‘did not make mention of the confer- 
ence called by Mr. Hoover, the com- 
| plexion of his original story has 
been greatly altered, both in con- 
text and in meaning. 

JAMES J. DAVISs, 

United States Senate, Washing- 

ton, D. C. 


| 


‘Special Edition 


‘Honors Le Tourneau 

To the Editor: 
George C. McNutt, advertising man- 
|ager for R. G. LeTourneau, Inc., we 
are mailing you a copy of the special 
edition we printed yesterday after- 
noon and presented with our com- 


lat the “E” ceremonies of this plant. 
You will note that we replated 
|our front page, inserting a congrat- 


ulatory message to the plant em- 
| Soyes. The stories had been pre- 
pared in advance and the average 


| REPLACES STATEMENT 


| 
i 


Instead of the annual statement usually 
carried in publication space at this time 


of year, Northwestern National Life In- 
surance Co., Minneapolis, substitutes an 
unusual wartime message. 


appreciate 


At the request of | 


| plant worker was much mystified to 
receive a copy of the speech he had 


of these group | just listened to as he left the cere- 
On | 


mony. 
FRANK A, STEWART, 
Advertising Director, Peoria 
Star Company, Peoria, Il. 
wy wm 


Asks Use of Postage 
Meter ‘Tire’ Message 


To the Editor: The Office of Price 
Administration has prepared a post- 
age meter-advertisement on _ tire 
conservation — “Keep America on 
Wheels” — which ties in 
national mileage rationing program. 
Piates are available from the Pit- 
ney-Bowes Postage Meter Com- 
pany, Stamford, Conn., 
cooperated with us in this develop- | 
ment. 


We should be grateful if ApvEr- | 


TISING AGE would call the attention 
of its readers to this plate. Com- 
panies who use metered mail may 
wish to make their contribution to- 
ward the success of the national 
mileage rationing program by run- 
ning this symbol on their outgoing 
mail. 
P. T. HAWKINS, 

Department of Information, Of- 

fice of Price Administration, 

Washington, D. C. 


ie 2 


A Civilian’s Prayer 


To the Editor: You may 
terested in the enclosed proof of this 
company’s advertisement scheduled 


| pliments to all employes and visitors | fT the Jan. 11 issue of Time. 


This same message is also repro- 


duced in a folder alongside the com- 


pany’s financial statement figures. 
The folder was mailed to 20,000 in- 
surance, business and civic leaders 
throughout the country 
Year’s Day. 


on 


ALAN M. KENNETY, 
Assistant to the President, 
Northwestern National Life In- 
surance Company, Minneapolis. 


7 « 
Right on the Head 

To the Editor: Enclosed is a copy 
of the current issue of the “Union 
Pacific Bulletin,” in which we quote 


Copy Cub’s comments about the 
closing of Sun Valley. 

He may not know how right he 
was. Even before the closing, at 


the height of our winter social sea- 
son, one of our greatest problems 
at Sun Valley was the “manpower 
shortage”’—but among the guests, 
not employes. 
PAUL G. BEACH, 

Union Pacific Bulletin,” 
Neb. 


v v v 

Quiz on Milk Facts 

To the Editor: We are sending 
you proofs of an advertisement 
“Can You Do This Quiz on Milk?” 
with the “Answers,”’ which comprise 
one of a series of educational adver® 
tisements we have prepared for our 


Editor, “ 
Omaha, 


client, H. P. Hood & Sons. It is 
being sent to you on the thought 
that its unusual approach, from a 


| merchandising viewpoint, may be of | 


| sumers at the outset that with food |their fellow workers are now 
| shortages and rationing on the in- | ing with the armed forces and h 


| the nutritive value of milk the more | the plant during the previous 
effectively they can use it in feeding | hours. 
| the family. 


|compare scores. 


i | 


changed para telling the “Map. 


| interest to you. hattanites” exactly how man, 


It explains to con- | of 


Serv. 


|/ecrease the more they know about! many production hours were lo 


ry ss 


24 


Families are invited to| The display boards were feat) 
work out the quiz questions and|by the Passaic Herald-News 
“Business and Industry” page. 

S. Bostn, 


red 
a 
This copy was published in 38) 

newspapers in Boston and sur-| Sales Manager, Outdoor Dis- 

rounding towns within the past pod plays, Passaic, N. J. 

weeks and the Hood route men re- a en 


port that the interest created | Starts New Bulletin 
throughout the territory was most To the Editor: We have inaugu- 


unusual. rated a bulletin service for the 
‘a7 . manufacturers we _ represent in 
Harold Cabot & Co., Boston. \Cuba, among whom are Lever 
hd P, ~ |Brothers Company, Lambert Phar- 
Newspaper age | macal Company, Pond’s Extract 
Features Plant Displays = Company, Miles Laboratories, Lydia 
To the Editor: Fellow members|E. Pinkham Medicine Company, 
in the outdoor advertising industry | Carter’s Products, Inc., Vadsco Sales 
should be interested in the promo-| Corporation, etc. The first issue of 
tion which was accorded in a local | these bulletins, “Keeping in Touch 
newspaper to the display bulletins| with Cuba,” is enclosed, and we 
which our organization erected for | shall be pleased to add your publi- 
the Manhattan Rubber Mfg. Di- cation to our mailing list. 
vision of Raybestos-Manhattan Inc.,| As you know, we are subscribers 
Passaic. to ADVERTISING AGE, which we read 
As this factory is engaged in war |from cover to cover, as it helps us 
production the issue —absenteeism|to keep in touch with marketing 
—became quite acute and at our | news in the U. S. A. 
proposal these two boards were | Jose H. KaArTEs, 
prominently placed by us at the two; Adolph Kates & Son, Havana, 
main __ gates. The numbers are | Cuba. 


JAMES L. O’BRIEN, 


with the | 


which has 


be in- | 


New 
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MAN’S WORLD... who said so... any more 
than the Pittsburgh Post-Gazette is a “*man’s” 
newspaper? Actually here in Pittsburgh, the fair 
sex reads the Post-Gazette more thoroughly than 
do men... *13% more, to be exact. And isn’t it 
a fact that the readership of a newspaper deter- 
mines largely the readership of the advertising? 
If you’re advertising to women in the Pittsburgh 
Market, just remember “Traffie’s at the Peak” in 


Pittsburgh’s Post-Gazette. 


“FROM L. M. CLARK READER TRAFFIC SURVEY 


PITTSBURGH POST-GAZETTE 


New York @ Chicago @ Philadelphia @ Boston @ Detroit @ San Francisco 


Los Angeles @ Seattle 
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Sears Makes Gif 
of ‘Britannica’ 
to U. of Chicago 


Enterprise ‘Foreign 
+o Our Business,’ 
Barrows Explains 


Chicago, Jan. 21.—Transfer of 
ownership of Encyclopedia Britan- 
nica, Inc. as a gift to the University 
of Chicago from Sears, Roebuck & 
Co. was announced yesterday by 
Pres. Robert M. Hutchins of the 
university and Gen. Robert E. Wood, 
chairman of the board of Sears. 
The gift includes the Encyclopedia 
Britannica, Britannica Book of the 
Year, Britannica Junior and the En- 
cyclopedia Britannica World Atlas. 

In announcing the gift, Pres. 
Hutchins said, “The Encyclopedia 
Britannica is one of the best known 
educational efforts in the world. 
Certainly the Britannica is one of 
the earliest forms of extension edu- 
cation. Its acquisition by the Uni- 
versity of Chicago is a natural con- 
tinuation of the policy of encourag- 
ing extension education inaugurated 
by Dr. William Rainey Harper. 
Financially, the gift should be an 
important one to the university.” 


Oldest Reference Work 
The Encyclopedia Britannica was 


the Encyclopedia Britannica to the 
University of Chicago because the 
enterprise is now foreign to our 
business,” Arthur S. Barrows, presi- 
dent of Sears, commented. “When 
we decided to dispose of the enter- 
prise, we offered it to the university, 
with which we long have had close 
and cordial relationship and which 
has been of considerable assistance 
to us in many problems.” 


Opens Photo Exhibit 


Chicago Photographic Guild has 
opened an exhibition of 300 prints 
selected from the 1942 work of Chi- 
cago’s foremost commercial pho- 
tographers, at Art Center Chicago. 
The exhibit will close with the an- 
nual Chicago models’ contest on 
Feb. 12. 


‘Switch to Spuds’ 
New Copy Urges- 
and Tells When 


(Picture on Page 31) 


Louisville, Ky., Jan. 20.—Adopt- 
ing a harder-selling type of copy, 
Axton-Fisher Tobacco Company has 
expanded its magazine and news- 
paper advertising of Spuds and will 
picture actual times when it’s wise 
to “Switch to Spuds!” 

Last spring the company used 
half pages, in two colors, to step up 
sales of the mentholated cigarets. 
Following packaging changes which 
saw the gold-tipped Spud emerge in 
a gold-and-black package, with the 


plain-tipped variety in a silver-and- 
black pack, national promotion was 
increased to four-color full pages in 
national magazines. The current 
schedule calls for frequent inser- 
tions in Collier’s, Life, The Saturday 
Evening Post and the rotogravure 
sections of the First Three Markets 
Group. 

In contrast to copy employed last 
fall, which advised smokers that a 
change to Spuds offers “soothing 
coolness,” the opening advertise- 
ment of the new series—which ap- 
peared in the Jan. 18 Life and the 
three roto sections—features illus- 
trations by the artist, Rudolph Pott, 
which urge a_ switch to Spuds 
“Whenever you have a_ cold,” 
“Whenever your voice is hoarse,” 
“Whenever you develop smoker’s 


cough,” etc. 

“Thousands switch to Spuds at 
the first sign of taste-dulling colds,”’ 
the copy relates. “Spuds’ exhila- 
rating menthol seems to cut right 
through that cold-clogged taste and 
bring you old-time smoking pleas- 
ure.” 

Successive advertisements, along 
the same vein, will also be of full- 
page size in the magazines, with 
1,000-line copy scheduled for the 
roto sections. 

Blackett-Sample-Hummert, 
cago, handles the account. 


Names Lewis & Gilman 
Midvale Company, Nicetown, 
Philadelphia, steel specialist, has 
appointed Lewis & Gilman, Phila- 
delphia, as advertising agency. 


Chi- 


founded in 1768 and is the oldest | 


continuing reference publication in 
the world. Controlled by Sears 
since 1920, but sold through its own 
individual sales 
Britannica is considered big busi- 
ness, since a capital investment of 
$2,500,000 is required to produce an 
edition. It is believed that the com- 
pany handles in the neighborhood 
of 25,000 orders a year, which would 
produce about $4,000,000. 


organization, | 


Sears first became associated with | 


the publication in 1914, when the 
company began sale through its 


catalog, as an item of merchandise, | 


of what was then known 
“Handy Volume Edition” 
Britannica. 

No changes in the present edi- 


the 
the 


as 
of 


torial, management or sales organ- | 


ization of Encyclopedia Britannica, 


Inc. are contemplated. E. H. Powell, | 
who at one time was in charge of 


all Sears advertising, continues as 
president; Walter Yust is vice-presi- 
dent and editor, and L. C. Shoene- 
wald is vice-president in charge of 
sales. The acquisition of the pub- 
lication and continuation under its 
present setup marks the first com- 
mercial venture undertaken by the 
university. 

“Sears, Roebuck & Co. is giving 


Dynamic 


KAUFMANN FABRY 


$425 S. WABASH AVE.. CHICAGO @ 
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factor in this market. 


WORL is the station to use. 


TIED FOR 


PERCENTAGE 


OF LISTENERS.....27.5% 


According to the Hooper “Continuing Meas- 
urement of Radio Listening” repert (June 15th 
through Sept. 1942) of seven Boston stations. 


Ts is the story of an independent radio station that is 
doing a single-handed job in Boston . . . . a station that by 
sheer popularity, and without benefit of network, is a major 


WORL is the station to watch... . 


It’s “Boston’s Best Buy.” 
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stringency is felt elsewhere in the JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
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a rop esies amputations of the civilian economy | Asia and the Americas. ... 2.6 1,102 3.9 1,711} True Experiences (Mac)... 15.5 6,649 14.4 4,178 
have not been felt as yet, Mr. Batt) Better Homes & Gardens... 24.0 15,171 20.9 18,259 True Love & Romances 7 eo ; 
>] (Mac) 15.1 6,46 13.3 
: ’ ‘ 2 99 , : MAC) waren weeeneeennnne . ’ ~ * 723 
B R il P| reported, because of the inventory aod = <a ne ieeatemadiele ne ay ~t: ate True Romances (Mac)..... 16.8 7,219 14.2 089 
ut etai ers an cushion. Thus, the man in the pee aly eceaaales rs 13 Pe yr g.430|True Story ............... 29.5 12,660 25.2 10.895 
sti: rk rks sa 5.2 53: : ‘ we | oo mye : 82s 
to Maintain Promotion street doesn’t feel—yet—the results oo) re ee 2.3 1,572 1.5 1,002 LA. oi : ‘tae “1 gn gli eee ciated ip "vane 6 46) + 
A 4 os eo ab a » 46 an’'s SE eeL eee - ‘ 2 
- of a production schedule which per-|Cosmopolitan ............. 59.8 17,060 oa er aterm anne Cote 
= . tective G setae 9.$ ,250 : 43: ans Ae a 
Despite Problems mits only 1,500,000 tons of steel for a Detective Group + ‘ — Sd pees Slaaneea dpa $2.7 22,227 23.4 15,997 
aatre . eens s ce PW fc etses a Pr) ole . yore ees a 
civilian use instead of the 6 million | ,5),. 59 2942 6.0 25.90 staliieh lia ed a a 
Wi ee ee ee atest ah ats 2a ® . a fie eaandae " q . 2.§ 367.9 
Buffalo, N. Y., Jan. 19.—A clear} tons of 1942, or the 20 million tons| Esquire (National) ....... 62.3 41,858 59.7 40,116) Ga ap : ; ’ 
; (sak daaaes ; : : ye “gos : eo7| STAND: 
picture of the nation’s civilian econ-| of 1940. He probably will be con- a egg eee teen eens “Y oe = 3889 American Mercury ..... .. 10.6 1,925 9.5 1,795 
: ; : : | Fawce Men's Gro TyTre 2 2,682 9.3 3,88! , ‘ 5 6 ese 
omy during the coming year, and| scious of it before the end of ei. ee 124.9 78.949 84.3 53,274|?Atlantic Monthly ........ 9 i ons a 
the coming blow at semi-durable| year, possibly acutely conscious. Front Page Detective...... 10.8 1,646 10.2 4,287 | Harpers Magazine ee ee ee ba 
goods were portrayed last night by *Grade Teacher, The.... 6.4 2,808 6.6 2,893 Total Group ..... oo. 660.9 19,446 39.5 8.873 
William L. Batt, vice-chairman of Services Will Be Hit ae Dalestive mn... oe 4.2 2,871 5.4 3,657! ovrpooR 
e . man etec e ro wv, dee cees saee : 9 9° 9 - 
ar > ar : . : ° ; | American Rifleman ....... 20.1 8,623 20.0 8 55 
the War Production Board, in al To get an accurate picture of the| House Beautiful .......... 15.2 0.596 17.3 16,683|S0eo ae wtrenen aa ee ro 
. ree 4‘ . ex ee aye tp: ides +> & Stream........-.. 9. 3,30 4. :,046 
speech before the Rochester Men's | civijian outlook in America’s second eal ad contig —) i? "ae oes 14,08; |Fur-Fish-Game ........... 14.1 6,073 15.8 6,77 
¢ . . ‘ . > “ri °é ot » >. », ar : nf ' stohit » e202 ee 
Aggenel Cit | year at war, Mr. Batt thinks it] fyuicvon ro odue "ee Soro [Hunting & wishing. <0... er 
e ~ , . , © 7 <C i ind BUIPFUCLOP .. eee ee eee eoe ?. oO, 0% ° ove Out ‘ Jj yey See 5. .. . 4 f ' 9% 
. The prospect for retail business should be remembered that civilian | | Mechanix Illustrated 26.3 5,885 33.7 7,553 iOutdoors = Co gelgielale ners ‘ _ | 
in America in the year 1943 is not! production of durable goods is at a *Moose Magazine ..... ; 3,068 7.2 a" lwnieeinn ............ x 119 7H 
good,” Mr. Batt said, “and the year standstill, that about half the |*Meter Boating .......... 97.1 41,661 107.2 ag Sports Afield .......... 12.0 5,174 9.4 "044 
i ies : ‘ers y ; F National Geographic semis 18.2 4,328 16.5 3,936 ott ee es 
sa iii A : ‘ ations i S.2 8 » dst i . sheegiacill i 
that lies before the amped ind civilian income goes for food and | Nation’s Business ........ 37.7 16,185 29.7 12,743 Total Group a5 8 36, 817. 82.0 55.204 
merchandisers of consumer goods IS housing, and that substantial reduc-|*Nature Magazine ...... 4.5 1,916 5.0 2,314) sean, ORDER ‘ 
ro _ full of oe . th tions in these two items probably | pon : eo ed OPE. + 2+ +08 SSG 1246s tai 15-477 | Mother's Home Lite. 3.4 2,371 3.9 2,709 
ave managed to take u @| as . ani " | Popular Mechanics ....... 55.6 2,40) 9. ATE | Ww i. 4.4 1,870 2.1 897 
le k “yy : omy. Mr Batt can not be made. Accordingly, he|spopuiar Publications .... 16.7 3,750 19.3 4,333 | Woodmen of the Worl a Ls a 
slac , in our economy, r. € believes, “the further major impact] Popular Science .......... 15.3 10,147 57.1 12,781 Total Group v = 7.8 4,241 6.0 606 
explained, but only at the expense qyring 1943 on civilian activities | Redbook —- ee oe Sees eee eee 2 assess 
of a drastic slash in civilian goods. | .j1) a on semi-durable goods and | *Retarian *.... . oe Cae 65 2,802 |, a aoe wn. quale tae 
ret ae a " ‘ ey s i be . 7 Sci tifi A © 4 a 4.8 4,206 9.4 4,01 American CORIY cccecs 35. 67,40) 21. 599 
Amer one has pe obably not reached on services.” The clothing men, he | *Sec ~ “y Pe mer an “ : 11.2 4.822 10.0 4 O79 Business Week 5 wa ~« Baas 98,019 154.6 66.206 
her productive potential, but the .,iq are in direct line for that|*street & Smith “'* \seChristian Advocate ...... 25.7 10,785 17.9 7,528 
country has come far enough to feel impact Fiction Group 11.0 2,464 15. 3,378 os ttteees ery gry thy ues. 106,566 
: P stomion ¢ . P - nage a . , *Sunset.. ine ; , 15.3 6,567 6.0 GS7TK | UO wee er eer eeenes ye palpated ot 28,754 
the pinch and strain in some places.) Total mobilization will have to be | epnriing — ........ “sa 188 (81. 309 |Family Circle ............ 53.2 22,807 52.2 22,393 
We have reached the point where achieved during the coming year to|Town & Countrs 19.5 13,108 31.1 20,923 | Forbes 18.7 = 8,016 = 20.3 8,725 
the impact of war demands will be| meet production goals, Mr. Batt |**Trave! a Fae 2.2 1,387 ted uae as aes ine B a 
oo ot » - . P i & | FT» . etective 4 2.86 6 9 4 ce ‘ | o, o ) 21.6010 
felt more be idely- “a point at which warned, and labor shortages ne | Ftp vad na Py ona aae ‘Life 270.5 183,923 284.2 193,26 
the competition of normal activities | increased loads on heavily-taxed| — . vcs vee teok .. i cath 80.9 55,053 43.5 29,610 
with the war effort is beginning to| communications, power and trans- Total Group 472.6 457.611 990.4 455.596 | "Movie-R: dio Guide 11.0 7,468 16.5 11,22 
ne “¢ >y ‘ nerific : ; hie or ; _ : i : | *N sweel a 199.5 85,774 150.5 54,77 
be general rather than specific, and portation are in store for the coun- WOMEN'S | Mowsweek ..-. ) 0.9 { 
i j *American Girl 1s 7 9 9o|*New York Times 
therefore the problem of solution is ty oman. ies a ae rr 1.2 dtd Magazine $8.5 48.505 32.3 32.337 
re diffic ‘ ‘e ramified.”| ‘+ ; ME 6 tt hese chiles d500 6,046 13.3 Lg eta een aah | (6Gmnan Gann eaten 
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Get Your Free Copy 


If you have anything to do 
with advertising, dealing with 
the transportation and distri- 
bution of freight, whether by 
rail, truck-trailer, water, or 
air, this free 50-page manual, 
“A Guide to Effective Freight 
Transportation Promotion,"’ 
will be of interest to you. 
Write for your free copy to- 
day. Factual data in this man- 
ual is based on a Ross Federal 
Research Corporation study. 
This manual discusses, among 
other things, opportunity for 
promotion of war and post- 
war freight services, influenc- 
ing factors in selecting of 
freight carrier service and 
problems encountered, what 
shippers want stressed in 
freight advertising, and shows 
over fifty examples of current 

freight advertisements. 


Traffic World 


420 S. Market Street, Chicago, Ill. 


problems of adequate supplies and 
new lines to replace those curtailed 
by the war, was recommended to 
retailers this week at the Chicago 
men’s and boys’ wear market. 
David Mayer Sr., president of 
Maurice L. Rothschild, Chicago 
clothier, told a war clinic attended 
by buyers that his company intends 
to “fight for every bit of business 
we can get,” to carry as adequate 
stocks as possible, and to “tell our 
customers the story in our advertis- 
ing, just as we always have.” He 
suggested branching out into wo- 
men’s wear as one way for retailers 
to sustain business. By seeking all 
possible business, he said, merchants 
can keep employes busy, supply a 


of Retail Associations, told the buy- 
ers, and the government's inventory 
control order will not 
shortages. “There is nervousness 
among those who appreciate the! 
danger of concentrating on how to 
distribute fairly what we have,” he 
said, “‘when we should be worrying 


solve these 


about and striving for a _ larger 
stockpile of civilian goods while 
there is yet time to make those 


goods.” 


Wolf Heads Survey 
to Find Extent of | 


Standardization 


maximum number of customers, 
and foot their share of heavy war) 
taxes. 


Advertising will continue to fight 
for sales volume as long as mer- 
chandise can be found to back it up, 
Sidney J. Natkin, 
manager, Mandel 
clared. 

“It will work 
merchandise 


Brothers, de- 


more closely with 
managers and buyers 
in efforts to ferret out those items 
which can be replaced and see that 
they are vigorously promoted,” he 
said, “and top-thinking manufac- 
turers and retailers who appreciate 
the value of a good name will con- 
tinue to advertise, if only to remind 
the consumer that they make and 
sell a fine product, and that theirs 
still is a name to remember in the 
days ahead.” 


Many merchants do not appre- 
ciate the full possibilities of chil- 
dren's wear, Victor E. Johnson, 


merchandise manager of the boys’ 
department. Wieboldt Stores, in- 
sisted. “The future in this group is 
about as rosy as it ever could be,” 
he said. “My guess is that the vol- 
ume possibilities of boys’ wear will 
be from 20 to 25% of the men’s 
total.” 

Shortages are the retailer’s great- 
est problem, J. T. Meek, executive 
secretary of the Illinois Federation 


assistant general | 


Washington, D. C., Jan. 20.—Ir- 


win D. Wolf, vice-president of Kauf- 


mann Department Stores, Pitts- 
burgh, and a consultant to the W PB. 
Office of Civilian Supply, will be in 
charge of a study to determine the 
progress of simplification and stand- 
ardization in the field of distribu- 
tion, Joseph L. Weiner, 
tor, said yesterday. 

Mr. Wolf has been engaged for 
some weeks in a study of the prog- 
ress of simplification and standard- 
ization of civilian goods, and has 
reported that progressive restric- 
tions upon raw material for making 
civilian products and heavy drains 
of war production upon manpower 
are creating an increasingly serious 
problem for the approximate two 
million retailers and wholesalers. 

The studies are in line with a re- 
quest by James F. Byrnes, director 
of economic stabilization, that WPB 
undertake a vigorous program of 
simplification and standardization. 

Completion of the study is ex- 
pected to give OCS a picture of how 
far standardization has been carried 
to date, and to provide the basis for 
a program which will “maximize 
production of civilian goods and 
assure an efficient minimum distri- 
bution system.” 


OCS direc- | 


National Weeklies 
Register 11.5% 
Gain in December 


New York, Jan. 21. — Weekly 
magazines closed 1942 holding sub- 
stantial linage gains established 
earlier in the year, according to an 
ADVERTISING AGE compilation based 
on data from Publishers’ Informa- 
| tion Bureau. 

Total linage in December, 1942, 
weeklies was 1,194,595, a gain of 
| 11.5% over the 1,071,416 lines regis- 
tered in the same month of 1941. 

January issues of general maga- 
zines held at slightly above the com- 
parable 1942 level, with a total of 


457,611 lines, compared with 455,596 ° 


in 1942, a net gain over last year 


of four-tenths of 1% 


|clined four-tenths of 1% 


January women’s magazines de- 
from the 
same month in 1942 with 366,604 
lines compared with 367,901. 

The three monthlies in the stan- 
dard group pushed their linage 
total to 19,446 in January, compared 
with 8,873 lines in the same month 
of 1942, a gain of 119.2%. The 
January gain over 1942 in outdoor 
magazines was 4.6%, and in mail 
order magazines, 17.6%. 


DO YOU WANT PRIORITY BUSINESS? 


A very authentic list of war plants (22-25000) is 
available for direct mail. Names typed on per- 
forated gummed sheets. Unusually low price of 
$5.00 per M. For additional information com- 
municate with 


1. SHOMER 


210 S. Desplaines St., Chicago, Ill. 
Tel. CANal 3284 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 
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Sparkies, Bombers 
and War Stamps 
Linked in Drive 


(Picture on Page 31) 


Chicago, Jan. 20.—The Quaker 
Oats Company will add its bit to 
the war bond and stamp drive next 
month by launching an intensive 
campaign using both radio and 
metropolitan Sunday newspapers 
throughout the country. 

The campaign, on behalf of 
Quaker Oats’ puffed wheat and 
puffed rice Sparkies, not only will 
merchandise those two breakfast 
foods but will ..act pledges from 
war-minded boys and girls to buy 
war stamps, and will give a hearty 
boost to North American Aviation’s 
B-25 Army bombers. 

Four-color half-page advertise- 
ments in comic sections of Sunday 
papers will carry coupons offering 
youngsters the opportunity of en- 
rolling as official “Good Luck Mas- 
cots’ for the bomber pilots. Two 
pox tops from either Sparkies pack- 
age, plus the signed pledge to buy 
a war stamp within a week, must 
accompany the coupon. In return, 
the company promises to sign the 
mascots’ names to “Good Luck” 
messages put on a microfilm scroll 
and to be flown to war by U. S. 
pilots. Additional promotional items 


Illinois Manufacturers 
Set Postwar Objectives 

To give postwar policies the 
attention their importance warrants, 
the Illinois Manufacturers’ Associa- 
tion has appointed a Postwar Com- 
mittee composed of executives from 
some of the states’ leading indus- 
tries. Russell G. Creviston, direc- 
tor of trade relations, Crane Com- 
pany, Chicago, is chairman. Some 
of the objectives of the committee’s 
work will include: 

Engage every effort in promotion 
of full employment, particularly of 
ex-service men, after the war. 

Emphasize the necessity of re- 
turning to and maintaining the free 
enterprise system in order to best 
insure the maintenance of employ- 


ment and high living standards 
which formerly prevailed in this 
country. 


Discard as early as possible un- | 
sound laws affecting business, agri- | 


culture, foreign relations, housing, 
labor, shipping, money, price con- 
trol and taxation, which are curtail- 


Postwar Planning 


How Business and Industry Are Preparing 


for a Peacetime World 
Edited by RALPH O. McGRAW 


|ing the food, the income, the trans- 


portation and the liberties which 
Americans have fought to maintain. 

Arouse manufacturers to the de- 
sirability of keeping their organiza- 
tions intact (especially if they are 
not 100% war contractors), their 
machinery in perfect repair and 
their buildings in efficient condition. 

Take necessary steps for mainte- 
nance or recovery of markets. 

Keep in close touch with former 
customers and prospective future 
customers. 


Consider future prospects for for- | 


eign trade, 
America. 
Maintain good will and good will 
advertising. 
Keep pace with changes needed 
in plant equipment to meet chang- 
ing products and newly developed 


especially 


details of production. 
Develop new products. 
Plan for the conversion of vast 


new plants all over the state organ- | 


ized exclusively for the production 
of the deadly machinery of war. 


in Latin-| 


taxes and earnings permit, to pro- 
vide a much needed fund to meet 
after-the-war exigencies. 

Consider means of financing in- 
dustries by private capital when the 
enormous monetary resources 
afforded by the government no 
longer are available. 

Study the question of inventories 
with a view of not accumulating 
excessive stocks which might con- 
stitute a liability after the war. 

Exercise a rigid control over pro- 
|duction costs. 
| Encourage research in production 
as well as in merchandising. 


| Extensive progress has been made 
in the application of soil-cement in 
connection with cantonment and 
—_ airport paving jobs and as a 
result this method will emerge from 
‘the war as a surfacing material 
|which will command careful con- 
|sideration for postwar highway 
| construction, says “Engineering 
| News-Record.” In this process, the 
cement is spread over the prepared 
surface and mixed with the soil, 
| moisture applied, and then left to 
| harden. 


| 


Because of developments in de- 


| sign practice due to new techniques 


and testing instruments, design 


| Maintain financial reserves, if | engineers of the future will have to 


reach higher standards which will 
require longer college engineering 
| courses, George F. Nordenholt, edi- 
tor, Product Engineering, asserts in 
the January issue. More will be 
expected of them, he says, because 
| engineering ll be placed on a 
higher plane. By that token, how- 
ever, design engineering will be- 
come a more highly valued profes- 
sion, he points out. 


KFRC Promotes Rippey 


| Boyd Rippey, director of promo- 
tion and merchandising of Station 
KFRC, San Francisco, has been 
moved into the sales department as 
)an account executive. 


| fe | a ye 


“Just because her husband adver- 
tises on WFDF, everybody in 
Flint Michigan thinks she’s so im- 
portant!” 


are 8 by 10 color photos of the | 
bomber, bearing a shield of honor, | 
and a pilot’s mascot lapel button. 

The promotion, starting Feb. 14, | 
also will embrace the show, “Terry | 
and the Pirates,” heard Monday 
through Friday at 6 p. m., EWT, on 
the Blue Network. Quaker Oats 
will start sponsorship of this former 
sustaining program effective Feb. 1. 
It is produced by Sherman & Mar- 
quette, which was named last No- 
vember to handle magazine, news- 
paper and outdoor advertising of 
Sparkies. 

Quaker Oats has made much of 
the theme that Sparkies are the 
breakfast foods “shot from guns,” 
and it will also figure in the new 
drive to bombard pilots with “Good 
Luck” messages. 


Sullivan Adds Duties 
Bernard H. Sullivan, manager of | 
sales for the Westinghouse LAID | 
Division, Bloomfield, N. J., has been | 
made responsible for all commercial | 
activities involving lamps and spe- | 
cial products. Ralph C. Stuart has 
been appointed manager of manu-| 
facturing and engineering for the} 
division. The appointments were 
made following the death on Dec. 4 
of David S. Youngholm, vice-presi- 
dent of the lamp division. 
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POST-WAR BUYER: 


“| have onl 


brands which are not kept continuously before it. 


Manufacturers whose supply of consumer goods has been 


curtailed recognize this problem. To help meet it, many of 


them use general advertising. 


Many supplement this with the Classified section of Tele- 
phone Directories—at low cost—where they display their 


trade marks and list local outlets. 


Your trade mark in the Classified would be seen in mil- 
lions of homes, offices and telephone pay stations. It would 
direct customers who want your products serviced to your 


authorized dealers. It would help maintain recognition of 


your products for post-war sales. 


May we give the details on how this plan would 
benefit your Company? Just call the business 
office of your local telephone company and ask 


for the Directory Advertising Representative. 


Pas 


eo ao 


y a hazy recollection of that brand” 


The public has an excellent forget-ory of trade marks and 


TELEPHONE DIRECTORY 


CLASSIFIED = i 
360 YOUR BRAND ae 
360 
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les message 
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ee : “WHERE TO BUY a - 
Tel. No. 
jer His Address «--++-*° oe 
You teat Address eee . 
@\ were EE 
Your Local Dealer His ee as eee Tel Ne 
| Dealer His Address . ~~ & 
p oie} von Leest Dealer His Address ..- ee 
92784 Your Local Dealer His Address ...--> 
6339 Local Dealer His Address ° ie. 
Your His Address . qa. We. 
4819 v Local Dealer His Address rr oe oe. 
‘OU His Address a te. 
019 | Dealer His Address oe 1 oe. 
1-0866 vow Local Dealer His Address + ee te. 
Your Local Dealer His AG@resS ..- sere oa Ge. 
aot Local Dealer His ee oe oe. 
200 Your His Address ..--+> yeh, We. 
Mis Address oo «ser erre > 
' Your Local Dealer His sy heat Te. * 
; i Dealer His Address .----- °° 7 _ 
mas = veal Dealer ie Aé@ress ~~~. Tel. he. 
we —at Mantes Mis AGGrOSS «+> >" Te. fe. 


You can help assure that people will have a clear recollection 
of your brand when your trade mark is displayed in the 
Classified and your authorized dealers are listed underneat* 
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‘Parents’ Advisers 


All Get Much Mail: 
Seem fo Like If 


New York, Jan. 21.— The pro- 
verbial 99.44% applies to the direct 
mail coverage of Parents’ Magazine 
readers as well as to the purity con- 
tent of Ivory soap, according to a 
survey of the magazine’s consumer 
advisers, made recently by Mrs. 
Barbara Daly Anderson, consumer 
service editor of the publication. 
Actually, 99.3% of the 945 con- 
sumer advisers who answered the 
query reported that they received 
advertising circulars and letters 
through the mail with greater or 
less regularity. 

Surprisingly enough, 56.1% as- 
serted that they “never” throw 
away direct mail advertising letters 
without opening them, while 42.2% 
said they followed this practice oc- 
casionally, and 1.7% answered the 
question with a bold “yes.” 

When asked if they had ever 
bought anything in answer to a di- 
rect sales appeal by mail, 64.3% 
said yes, 34.7% said no, and 1% 
failed to record their votes on this 
issue. Books led the list of pur- 
chases by mail, 142 of the 612 who 
made such purchases saying they 
had bought books. Clothing was a 
close second, with 140 votes, and 
next in order came house furnish- 
ings, 121; magazines, 115; men’s 
shirts, 99; Christmas cards, 78; 
seeds, plants and shrubs, 66; stock- 
ings, 59; bedding material, 52; and 
food, toys, ties, cosmetics, children’s 
clothes, baby foods and other prod- 
ucts considerably further down the 
line. 


Like to Get Samples 


Overwhelmingly, the purchasers 
were satisfied with what they got, 
567 of the 612 saying yes, against 
only 26 who said no. Twelve quali- 
fied their remarks, and 7 did not 
answer the question. 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE, 


ST. LOUIS, MO. 


Asked if they liked to receive 
samples through the mail, 82.7% 
said yes, while 13.6% said no, and 
3.7% expressed no opinion. Over- 
whelmingly popular reasons for ex- 
pressing a liking for samples were 
given as “Give an idea of what 
article is like,” and “Like to tr: new 
items on market.’ Among the more 
prominent reasons mentioned by 
those who said they do not like to 
receive samples were that “It seems 
a waste,” “Believe higher type 
products are not introduced that 
way,” and “Consider it an imperti- 
nence.”’ While the latter point was 
not clear, it seemed possible that 
some of the 11 who gave this 
answer might be thinking of the 
practice of sending unordered mer- 
chandise “on approval,” rather than 
of a real sampling operation. 

Questions as to what type of di- 
rect mail got the most favorable 
attention, and “What, if anything, 
annoys you about direct mail ad- 
vertising?”, developed a number of 
interesting comments, but did not 
appear to provide too exact a clue 
as to the best method of winning 
the hearts of housewives and 
mothers. 

Simplicity and brevity, without 
too many enclosures and with not 
too much screaming, seemed to suit 
most of the consumer advisers best. 
A number expressed a liking for 
good stationery, and a surprisingly 
large number seems to have noticed 
—apparently not too favorably— 
advertisers’ inclinations to empha- 
size their appeals with buckeye 
type and injection of color into the 
text. Use of color in illustrations, 
etc., is apparently appreciated, but 
its use in the text of letters or 
circulars, for emphasis, apparently 
induces a number of women to be- 
lieve that they are being high-pres- 
sured unduly. 

A good many object to the fact 
that advertisers send them letters 
and literature time after time, even 
though they do not respond, and 
another substantial segment objects 
to getting letters from loan com- 
panies describing how easy it is to 
mortgage the family bus or the 
household furniture in order to pay 
the doctor who has just brought 
suit on that three-year-old bill. 


Names McKim in Canada 


A. McKim, Toronto, has been ap- 
pointed to handle Canadian adver- 
tising for Gold Medal Haarlem oil 
capsules, division of Block Drug 


, 
If v2 WANT INFLUENCE IN 


THE HARDWARE 


Company, Jersey City, N. J. 


FIELD... 


Study the advertising investment of manufac- 
turers who know the buying and reading habits 


ot wholesale and retail hardware mercnants. 


1936 _| 1999 | 1940 | 1941 | 


95.7% used HARDWARE AGE 


38.4% used the second paper 


Riki Bes oot ad 


660 advertiser 
265 advertisers 
THE RECORD OF ADVER. & 
— ord~ore Age (7 N7/Ww#—7""—7"—-—*2#17T/_— ee” 
TISING SPACE IN THE TWO = 425 advertisers wed Hardware Age and no’ the secone pape’ 


NATIONAL HARDWARE 
PAPERS DURING 1942. 


2nd Paper 7 


(1942 


690 Manufacturers used one or both of the papers 


61.6% used HARDWARE AGE exclusively 


4.4% used the second paper exclusively 


Advertisers using each of the Papers During 1942 
RRS | EN ON ET eS cRES 


30 advertisers wiee he seconc paper anc no hardware Age 


, ee ee ts 
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7% % 
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Year after year the figures tell o very similar story — PREFERENCE based upon PERFORMANCE 
there is good reason for the popular choice of HAROWARE AGE. We wil! give you the details 


if you wish “The Hardware Market and How To Sell it’. o File of Facts is yours for the asking. 


HARDWARE AGE 


100 EAST 42nd STREET 


A Chiltor © Publ. ator 


NEW YORK, N. Y. 


Es Getting Personal 


The Jan. 12 get-together of the Los Angeles adclub was designated 
as Past Presidents’ and Old Timers Day—and all of the “gray beards” 
were on hand to talk about “And in the Beginning. . .” 

Harold E. Smith, gen. mgr. of WOKO-WABY, Albany, N. Y., re- 
ceived from the staff as a Christmas gift a uniform to wear when he’s 


on duty as com- 
mander ofthe 
Albany district 
civil air patrol. Mr. 
Smith owns his 
own plane, and 
so played Santa 
by distributing 
bonuses to all em- 
ployes of the two 
stations. 

The new direc- 
tors of the Yankee 
Network acted as 
hosts to the execu- 
tives of the net at 
a dinner in the 
State suite of the 
Copley Plaza in 
Boston the night 
of Jan. 6... 

John K. Langum, 
assistant v.p. of 
the Federal Re- 
serve bank of Chi- 
cago, spoke at a 
luncheon meeting 


LOCAL COLOR IN YUKON 


Harold J. McKeever, associate editor of Roads and 

Streets, Chicago, takes time out to pose with two natives 

in an Indian village in the Yukon, along the new Alaskan 

highway. He spent a month in the area working on a 
construction story. 


of the Advertising & Selling Club in Peoria, Ill., Jan. 11. His subject 
was “Fiscal Policy and the War Effort. . .” 

All his friends are sending best wishes for a quick recovery to Carlo 
de Angelo, radio dir. at Marschalk & Pratt, New York, who is ill at 
home with pneumonia. . . 

The Toronto Advertising & Sales Club heard John A. Zellers, pres. 
of the N. Y. adclub, talk about “Advertising and Private Enterprise” 


at a luncheon-meeting Jan. 12 at the Royal York Hotel. 


.. And the 
— next day the New York adclub 


NELSON CITED _ 


At its 38th annual 


dinner, the Poor 
Richard Club of Philadelphia presented 
a gold medal of achievement to Donald 
M. Nelson, WPB chairman, in recog- 
nition of his "outstanding leadership in 
the conversion of American industry to 
war production.” Peter L. Schauble, 
right, club president, presents the award. 


hosted Capt. L. David Gam- 
mans, member of British Parlia- 
ment, at its celebrity forum 
luncheon. . . Capt. Gammans, in 
the United States as a delegate 
to the Institute of Pacific Rela- 
tions, presented an up-to-the- 
minute report on wartime condi- 
tions in London, and told what 
he is doing for our soldiers in 
England. . . 


The first and only president of 
Klau - Van Pieterson- Dunlap & 
Associates, Inc., Milwaukee, 
Richard F. Dunlap, was feted 
Jan. 7 at a testimonial dinner at 
the Pfister hotel in honor of his 
35 years of service with the 
agency. 

James D. Woolf, veteran v.p. of 
J. Walter Thompson Co., Chi- 
cago, has been given a leave of 
absence to recover from a recent 
operation. 

Robley Feland, v.p. and treas. 
of BBDO, New York, is six times 
a grandfather. Latest addition isa 
granddaughter, Faris Feland.. . 


a The bells tolled for Lt. Jimmy 


James of the Army air forces, on leave from his post as NBC publicity 
and promotion director, when he married Laura Wyatt-Brown of 
Harrisburg, Pa., on Jan. 23. . . 

J. W. (Bill) Knodel, v.p. and Chicago sales mgr. of Free & Peters, 
recently received a handsome watch suitably inscribed in honor of his 
5th anniversary with the organization. . . 

A. P. deSanno Jr., chrmn. of the board of A. P. deSanno & Son, 
Phoenixville, Pa., which manufactures grinding wheels, received a 
25-lb. birthday “cake” from John F. Arndt, of the Philadelphia agency, 


on the occasion of 
Mr. deSanno’s first 
anniversary of as- 
sociation with the 
agency. The 
“cake” consisted 
of layers of actual 
Por-os-way grind- 
ing wheels... 
Floyd Chalfant, 
publisher of the 
Record Herald, 
Waynesboro, Pa., 
and a past pres. of 
the Pennsylvania 
Newspaper Pub- 
lishers’ Ass’n, has 
been named secre- 
tary of commerce 
in the cabinet of 
Gov. Edward 
Martin. . . 
Popular _ Eliza- 
beth Marvin of the 
Minneapolis Star 
Journal and Trib- 
une’s editorial 
page staff, recently 


THE CLASS OF '17 


Headliner of the class of 'I7 at Ilg Electric Ventilating Co. 

is P. D. Briggs, left, vice-president and general sales man- 

ager, who is being awarded a gold watch by John M. 

Frank, president, signifying membership in the company's 

25-Year Club. The occasion was an initiation banquet at 

which it was disclosed that 44 percent of Ilg's 1917 
employes are still on the payroll. 


was voted the “ideal sweetheart” of the Quartermaster Detachment 
of APO No. 855, New York City. . . 

Loose-Wiles Biscuit Co. says Hanford Main, its energetic executive 
v.p., is odds-on favorite for the title, “the busiest executive in the food 


industry.” 


Mr. Main, besides his multitudinous official duties, has 


taken on the chairmanship of umpteen war activities committees. . . 


—— 


ee 


Radio Stations to 
Get Manpower and 
Equipment Lists 


Washington, D. C., Jan. ig 
Radio stations will know shortly 
how they fare in the manpower anq 
equipment equation. “In a matter 
of days,” James L. Fly, chairman of 
the Federal Communications Com. 
mission, told a press conference 
yesterday, the list of essential oc. 
cupations in the radio field and ay 
inventory of equipment will be 
available to broadcasters. 

The inventory of equipment jg 
the result of FCC questionnaires 
previously mailed to radio stations 
throughout the country. No pro- 
vision has been made for admin- 
istration, and stations will be left to 
their own direction as to buying or 
leasing the equipment which other 
stations have available. 

The list will be available from 
regional FCC offices when it is re- 
leased, original plans for mailing it 
out to each station having been dis- 
carded because of the volume of 
material involved. 

Mr. Fly indicated that the list 
would be subject to periodic re- 
vision, so that stations may be kept 


up to date as to location and type 
of equipment available. 


Tyndall Advanced 


Samuel S. Tyndall, formerly coor- 
dinator of employe activities, has 
been appointed manager of public 
relations for Curtiss-Wright Cor- 
poration, propeller division, with 
headquarters at the Caldwell, N. J., 
plant. He succeeds John O’Hara 
Harte, who has resigned. 


. . 7 
Ensinger to ‘Charm’ 

Clifford S. Ensinger has _ been 
appointed eastern advertising man- 
ager of Charm, a Street & Smith 
publication. Prior to this appoint- 
ment, Mr. Ensinger was located in 
the midwestern office of Street & 


Smith. 


BALTIMORE'S BLUE 
: - NETWORK 
OUTLET 


National Representatives: f 
SPOT SALES, INC. F 
New York - Chicago - San Francisco 
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Air Wartime Uses | 
of Advertising af 
Management Meet 


Chicago, Jan. 19.— Wartime ad- 
vertising policies and objectives 
were discussed from a variety of 
angles at the concluding session of 
the wartime marketing conference 
of the American Management As- 
sociation here Friday afternoon, 
with six panel members, under the 
chairmanship of Homer J. Buckley, 
Buckley, Dement & Co., participat- 
ing. 

Mr. Buckley pointed out that ad- 
vertising must be used to help win 
the war and the peace, to promote 
better employe and public morale 
programs, and to make the transi- 
tion after the war as simple and as 
easy as possible. He cited the 
recent letter signed by several hun- 
dred teachers and professors asking 
that advertising be eliminated for | 
the duration as proof that the value 
and importance of this business tool 
is still far from receiving universal 
acceptance. 

John Morse, vice-president of the 
Buchen Company, Chicago agency, 
who until recently was director of | 
publications for the Department of 
Commerce, warned his audience | 
that there is no single government 
attitude toward advertising, either 
in peacetime or wartime, and that 
isolated excerpts from speeches of 
individual government officials 
should never be construed as repre- 
senting an “official” or even a wide- 
spread government viewpoint. 


Attitude Is Favorable 


“In high government places,” he 
said, “the attitude toward advertis- 
ing is universally favorable. In) 
fact, we at the Department of Com- 
merce made a_ diligent search | 
through the public statements of | 
leading government officials and 
were unable to find a single quota- | 
tion from any high authority which | 
was unfavorable to advertising.” | 

Keep these things in mind when 
evaluating Washington views on ad- | 
vertising, Mr. Morse said: 

Don’t confuse the part with the | 
whole; remember who it is whose | 
views you are getting, and don’t for- | 
get that he is not speaking for gov- 
ernment as a whole, nor even neces- | 
sarily for his department or division. | 

There is a growing realization on | 
the part of government economists 
that this country has developed to | 
its present state as a result of| 
“stimulated” rather than so-called | 
“normal” demand, and that our type | 


Maybe there’s a 
COPYWRITER 
right here 
in Ohio... 


who could pull a chair up to an 


Underwood and write the kind of 
sound, fresh, human copy for 
which this agency seems to have 
a national reputation, 

We're looking for such a man 


(or woman) right now. He'll 
have to bring ‘way-above-average 


of industrial economy cannot be suc- 
cessfully maintained on a “normal” 
demand basis, Mr. Morse said. 


Outlines New Need 


| fore Carrier, 


explained that Carrier’s current ad- 


vertising program is based on the 
initial assumption that the present 
| sellers’ market is temporary. There- 
instead of trying to 


Vernon Beatty, advertising man-| make immediate sales, has changed 


ager, Swift & Co., 


ment-versus-business 


reported the | its copy theme and in many cases its 
heartening fact that the govern-| choice of media in order to reach | 
attitude has} future customers, no matter where 


now changed to a government-and- | or whom they may be. 
business psychology, to a large de- | 


gree because of the work of adver- 
tising in the war period. Reviewing 


the work of the Advertising Coun- | 


He revealed that Carrier’s for- 
eign advertising budget for 1943 has 
been doubled—a move which has 
not only won the approval, but the 


cil, Mr. Beatty declared that adver-| endorsement of the government. It 


tising originally contained too much| stresses war 


work, 


boasting, but has now settled down) themes, and stories of the postwar 


to production, conservation 
maintenance themes. 
ing job now arising on the horizon, | 
he said, 


and | advantages which will accrue to) 
The advertis- | Carrier products. 
Edgar L, Schnadig, president, 


is that of explaining why | Chicago Mail Order Company, de- 


civilian hardships are necessary and clared that workers want and need 
also explaining what we are fight-| goods, and that thus far no one has 


ing for, etc. 
William J. Hillen, 
ager, Carrier Corporation, 


tising manager of 


export man-/|to them why 
pinch-| them. He also asserted that 
hitting for Walter A. Bowe, adver-|less distribution difficulties” 


done a competent job of explaining 
they shouldn't buy 
“need- 
do not 


the company,!serve to hold prices down: on the 


conservation | 


| will be in the buying and specifying 


contrary, they cause shortages and | 
often lead io “needless rationing.” 


Postwar Race on Now 


H. H. Simmons, director of adver- 
tising, Crane Company, told the 
group that as far as industrial prod- 
ucts is concerned, the race for post- 
war business has already begun, 
although at present it is still in the 
jockeying for position stage. 

“Our products are industrial 
staples; indications are for a heavy 
postwar demand; and our company 
is a leader in its field,’ Mr. Simmons 
said. “But we don’t know exactly 
what will happen technologically 
and we don’t know exactly who 


jobs when restrictions are removed. 
Therefore we now have two objec- 
tives in our advertising: 

“First, to maintain and improve 
relations with direct buyers and 
specifiers. Second, to widen our 
sights so as to influence a much|! 
broader group of possible buyers in 
the postwar period.” 


Crane is making exceptionally 
good use of word-of-mouth adver- 
tising in this latter connection, Mr. 
Simmons reported. It has presented 
salesmen and employes with de- 
tailed suggestions when each adver- 
tisement is released, indicating how 
the theme of the copy can be intro- 
duced naturally in casual conversa- 
tion. 

Justin R. Weddell, assistant to the 
president of Union Bag & Paper 
Corporation and until recently an 
agency executive in England, re- 
viewed the advertising situation in 
Great Britain, and said that its per- 
sistence there has demonstrated ad- 
vertising’s vitality. The British ad- 
vertising level is now somewhere 
between 40 and 50% of the prewar 
level, he said. 


Names Smith a Partner 


Guy C. Smith, for many years 
with Swift & Co. and Libby, McNeill 
& Libby, has been appointed a part- 
ner in McKinsey, Kearney & Co., 
Chicago, management consultant. 


| LABORATORIES, 


. ‘ATLANTIC CommusSioh ide. INC. = AMERICA 


HINDUSTRIES SALVAGE COMMITTEE = BOND ELECTRIC CORP., DIVISION OF WESTERN CAR- | 
“TRIDGE CO. = CELOTEX CORPORATION = CONTINENTAL CAN COMPANY «= CUPPLES COMPANY ~ 
i(PRESTO JARS AND FITTINGS) = DELCO-REMY DIVISION OF GENERAL MOTORS CORP. (BAT- © 
| TERIES) = FIRESTONE TIRE & RUBBER COMPANY (4-COLOR INST.) = FISHER BODY DIVISION — 

| OF GENERAL MOTORS CORP. = FLEMING AND SONS, INC. = FLINT AND WALLING MFG. | 

O., INC. (WATER SYSTEMS) = GENERAL FOODS CORP. (Post's 40% BRAN FLAKES) | 

'= GEORGIA MARBLE COMPANY = HOLLYWOOD FILM STUDIOS = HYGIENIC PRODUCTS 


CO., INC. (SANI-FLUSH) = INTERNATIONAL SHOE COMPANY «= LEVER BROTHERS COM- | 
PANY (SWAN SOAP) = MENNEN CO. (BABY PRODUCTS) = NATIONAL COTTON COUNCIL 
OF AMERICA = PARKE, DAVIS AND COMPANY (INST.) = PERFECT CIRCLE COMPANIES = } 


PHILCO CORPORATION (INST.) = RAIN AND HAIL INSURANCE BUREAU 


= RED CEDAR | 


SHINGLE BUREAU = RELIANCE MANUFACTURING COMPANY = SEIBERLING RUBBER 
COMPANY = STANCO, INC. (FLIT) = STANDARD BRANDS, INC. (FLEISCHMANN’S YEAST) 

.= STATE OF MINNESOTA (SEED POTATOES) = U.S. RUBBER COMPANY (INST.) = U. S. STEEL: 
CORP. Le COLoR ‘amare? ESE TOUSE coals a MARUEALIVRIS ce INS 
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ibility with him. The starting 
salary will be worthwhile. There'll 
be plenty of future. 

If you honestly feel you can 
qualify, and if you're looking for 
broader horizons than those vis 
ible in your present agency or 


advertising department job, write 
us. Include complete details of 
your background, experience, age. 
draft status, and salary required. 
Also snapshot and samples which 
need not be returned. This ad 
vertisement is no secret to any 
of our own people. 


ADDRESS BOX 3913, 
Advertising Age, Chicago 
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*Or for the first time since 1937. 


Have you included the Rural South in your ad- 
vertising plans?... You add the Rural South to your 
market when you add The Progressive Farmer’s 
997,000 subscribers to your advertising coverage. 

Look over the impressive list of the 33 advertisers 
who used The Progressive Farmer (All Editions) for 
the first time in 1942.* During the year, 375 com- 
mercial advertisers used one or more editions of The 
Progressive Farmer. Of this number, 16] were adver- 
tisers who have used The Progressive Farmer 5 to 20 
or more consecutive years. 

The Progressive Farmer showed linage gains in 
every issue June through December, 1942, as com- 
pared to the same issues in 1941.. 
show gains in January and February, 1943. 

The Progressive Farmer was second among leading 
national and sectional farm monthlies in percentage 
of linage gain or loss in 1942. 


.and continues to 


WEW AOVERTISERS 


USED THE PROGRESSIVE FARMER’S 


There’s a reason for tais record! Southern farm in- 
come isincreasing at the rate of more thana BILLION 
DOLLARS per year. And, The Progressive Farmer is 
the South’s leading magazine. Edited in five, separate, 


highly-localized editions, The 


Progressive Farmer 


keeps in close, neighborly touch with its readers 
. it is their counsellor, friend and buying guide. 


The South. Subscribes to 


The Progressive Farmer 


Advertising Offices: 


MEMPUIIS, 


CIRMIN 
DALLAS, NEW 


GHAM, 
YORK, 


RALEIGH 
CHICAGO 
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y pe will you be 


EVEN the brutaltaren dictators Con’! 
raven breve,’ 

Bat unfortinatel) millsoms of inde 
viduals mever make afl owt use of the 


How shout your mental machiner) 
wo lack of practical, modern traning the 
. 


Then mad this coupon. and learn how 
lowcost 1.C.S. Course can make you 


2 tramed man in alee months without 

umtertering with your present jab! 
Foun the thousands of saccess/al men 

whe got their training the LCS. way! 


peor 
wumless he has acquired TRAINING ino 
pertcwlar time of work 


) INTERNATIONAL ¢ CORRESPONDENCE SCHOOLS 


TRAINING 


FOR SUCCESS IN MODERN 
BUSINESS AND INDUSTRY 


SCHOOLS 


The swccesstul men DOES tedey whet the teiure 
INTENDS te de tomorrow Mail this coupon NOW! 
scnoas 


Boe Serentes, Penne 
Please cond complete information on fallowing sehiect 


beeen 
eEAsOmanie TC Rms Gustepes by 
way Of eneenere Senenteme 


aviaTou 
A) RPL AME RATT NS 


Sow te 


or 
AEROMAUTICAL ENGINEERING 


== 
America is building two great armies — 


YOU BELONG IN ONE OF re 


@ Even if you are not « member of Uncle Sam's armed forces, 
~s can do an important job in defending your country! 
A Amenca needs trained workers as much as she ncede 
uined widiers and sailors! The man who neglects 
ms traning — neglects hw patrrotiarm! 
@ If you can read and write, and are employed 
in business of industry, 1.C S. offers you « 
os 


America’s 
TRAINED 
MEN 
will win 


Among the 100,000 Amer: 
can men whe are actively 
studying 1. €. §. Courers in 
0) business and technical 
subjects or 
States Navy personnel who 
realier thet additional tram 
ing can help them perform 
these duties mare efhe wants 
and prepare them bor greater 
swcceee on then return to cred 
Wife 

You'll probably be sur 
prised to learn how little it 


many United 


cast Hundreds of thousands of success 
men got their start through 1 CS. train 
ing Mail coupon for further informe 
ten on courers and low costs 
Topay! There's no time to waste! 
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Can You Pick Best Direct. Pulling Advertisement in This ICS Group of Ten? 


TERNATIONAL CORRESPONDENCE SCHOOLS 


To men of draft age: 


Ww Nig - uinbes ntuall M ut numbe 


respondence Schools during the 
vidual effectiveness of each of the ten. 
own copy-scoring methods; then 


and only then—check the 


to see how good you are. 


These ten pieces of copy were the outstanding advertisements used by International Cor- 
year 1942, but there were wide variations between the indi- 
Rank them for coupon-pulling effectiveness by your 


answers on Page 28 of this issue 


'Kotula Appointed 


Aviation Institute of Technology, 


Whelan to ‘Promenade’ 
Jean Whelan, formerly’ with 

Vogue, has been named advertising| Long Island City, N. -Y., has ap- 

manager of Promenade, New York.| pointed Kotula Advertising, New 


York, as advertising counsel. Avia- 
RADIO |tion publications will be used. 
| ——___. 
PROMOTION MEN: Reese Names Agency 


The foremost designers of pictorial z : 
charts and maps expertly analyze and Reese Chemical Company, 


Cleve- 


visualiz your facts for effective = . 
presentation. Write for special war.|land, maker of Thoxine, has ap- 
timely folders. pointed Hubbell Advertising 


sVISUALFACTS Agmney, Cleveland, to direct adver- 


2 West 46th Street, N.Y.C. tising. 


**A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY. 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
+TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 
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/people want the best they 


‘are multiplied 


Blake Joins ‘SEP’ 


| 


Campbell to Katz 


| Stuart Campbell, formerly 
|president and art director of Ken- | 
yon & Eckhardt and more recently 
art director of Abbott Kimball Com- | 


Newspaper Copy 
Promoted as ‘War 
Risk Insurance’ 


| pany, has been appointed art direc- 
New York. Jan. 21.—Manufac-| tor of Joseph Katz Company, Balti- 
turers’ newspaper advertising is|™0T @6ency. 
“war risk insurance” against many | 


Marks Diamond Jubilee 


of today’s business hazards for re- 


tailers who tie their promotion! A special diamond jubilee con- 
closely to it, the Bureau of Adver-|vention was held Jan, 22-23 in 
|tising, American Newspaper Pub-| Lansing and East Lansing, Mich., 
lishers Association, assures nee | Soe Saaeer gfe of we 
chants in its current copy issued for|™!¢higan Fress Association cele- | 

a Are = | brated the 75th anniversary of the 


publication in member 
throughout the nation. 

Carrying the bureau’s continuous | 
campaign into 1943, the advertise- | 
ment keynotes closer manufacturer- | 
newspaper-retailer teamwork with 
headline, “War Casualty? Not 


rae | ‘sala of the organization. 


Holds Lithograph Display 


McCandlish Lithograph Corpora- 
tion, Philadelphia, will stage an 
exhibition of recent McCandlish 
— se -,;_| lithographic productions in Benja- 
. fot sary er deinen “hee ee Franklin Hall in the Advertis- 
eraler Who ceciares, —NOwW,|ing Club of New York, Feb. 1-15. 
more than in normal times, A variety of recent marine posters 
can get! will also be shown. 
money. So I make it a 


cal 
even 


for their 


vice- | 


Bennett Names Weinberg 


Constance Bennett Cosmetics 
Company, Hollywood, has appointed 
Milton Weinberg Advertising Com- 
pany, Los Angeles, to direct adver- 
|tising. The first copy placed fo! 
|this cosmetic line since it became 4 
popular price item is a test cam- 
|paign in selected markets as a pre- 
lude to a campaign in metropolitan 
newspapers and national magazines 


Ayer Adds van Urk 

J. B. van Urk, formerly with the 
Bureau of Industrial Service, has 
joined the public relations staff of 
|N. W. Ayer & Son, New York. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
_ THE LETTER SHOP, Inc. 


‘431 S. Dearborn St. Wabash 


RASS 


point to feature the well-known 
advertised brands, especially the 
ones advertised right here in our 
local newspapers.” 


Shown in several illustrations as 
a confident business man, the re- 
tailer goes on to say that when a 


product grows scarce, his customers 
are told the reason. This is facili- 
tated when the manufacturer him- 
self tells the story in newspaper 
advertisements. “When items dis- 
appear, I get busy, stock new items, 
and whenever I learn that a new 
product is advertised in newspapers 
in my town, I make it a ‘must’ to 
go get it,” the retailer says. 

Copy also points out that war is 
teaching retailers everywhere a lot 
about advertising they have never 
realized before, and that benefits 
when _storekeepers 
back up newspaper-advertised prod- 
ucts. 


Richard Blake, formerly of the 
New Yorker editorial staff, has 
joined the publicity department of 
The Saturday Evening Post. 
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Only One Network 
Operated Station 
on Co-op Schedule 


New York, Jan. 21.—After spend- 


ing five months shadow-boxing 
with NBC and CBS over the 
acceptability of cooperative copy 


for broadcasting, the Cooperative 
League of the U. S. A. today an- 
nounced that only one network 


ed and operated station is in- 


Ww! 
clu ed in a list of 30 selected for 
its spot radio series, “Here is To- 
m¢ row.” 

The 13-week series will start 
Sunday, Feb. 14, over 30 stations 
at times ranging from 12:30 to 6:15 


p. m., local time. Included in the 
nedule are eight NBC affiliates; 


five Columbia affiliates; one CBS- 
operated station, WJSV, Washing- 
ton: 10 Blue affiliates; two Mutual 


affiliates, and four independents. 

The Cooperative League cancelled 
its original radio series last Septem- 
ber when two NBC and two CBS 
owned and operated stations de- 
clined to accept the copy. A heated 
controversy in the press and a Sen- 
ate vote for investigation of the 
networks followed. 

The investigation died with the 
77th Congress after officials of the 
co-op had met with the code com- 
mittee of the National Association 
of Broadcasters and agreed on poli- 
cies governing acceptance of adver- 
tising by cooperatives. 

Stations included in the list are 
KSTP, St. Paul; WJSV, Washing- 
ton; WHDH, Boston, WELI, New 
Haven; WTRY, Troy, N. Y.; WQXR, 
New York; WSYR, Syracuse, N. Y.; 


JANUARY ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


WFIL, Philadelphia; WHP, Harris- 
nai 
ADVERTISING 
MERCHANDISING 
SALES rs 


PROMOTION 


See “Versatile” ad in Positions Wanted Column 
this issue. 


__ Bees Farm 


Commercial Display 
Including Poultry and Display Including Poultry and DD ° 
Eoennee ~~ a abe nave : oe Show 35% 
———_1943-—-~_ -— 1942 1943 1942 1943-—— 1942 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
Monrthlies Kansas Farmer 10.4 7,91 8.1 6,119 6,927 ain or ecem er 
American Poultry Journal: Michigan Farme . 15.2 11,684 12.7 4,715 10,718 & 800 | 
Eastern Edition 44.8 19,207 48.0 20,609 7,331 Missouri Farmer 15.6 12,249 15.5 12,149 12,249 12'1: 49 , 4 — 
Central Edition 33.1 14,201 32.9 14,133 6,195 Missouri Ruralist 7.1 5,415 5h 4,174 4,917 3,319], New York, Jan. 21. Bi- -weekly 
Western Edition . 27.2 11,689 23.9 10,266 5,998 Montana Farmer 14.8 11,179 § 9,665 10,171 8.9 farm papers continued their linage 
tin all 3 Editions... 21.2 9,091 21.1 9,065 5,405 Ohio Farmer a 17.0 13,086 2 9,418 12,5236 8.64 agains -j ve > rj y 
eee 5.6 2,356 4.8 2,041 2,356 | *Oregon Grange gains during December hy ith 231,007 
Breeders Gazette ..... 14.2 6,408 13.7 6,150 4,132 58| Bulletin soo 12.2 132,082 11 12,236 12,082 12,236 | lines, an increase of 35.39% over the 
California Citrograph.. 11.4 7,650 13.7 9,217 7,650 9,217 | Pennsylvania Farmer 15.7 12,016 12.1 9,320 11,012 5.324) 170,795-line total for the same 
Capper’s Farmer ..... 17.0 11,543 17.6 11,977 $,.981 2Utah Farmer one Ce 8 & 7 R16 6,748 4,422 1 P " 
*Carolina Co-operator. 7.4 3,105 7.7 3,220 3,105 Western Farm Life 11.2 & AIL 124 9.86 5.699 q 9 | month in 1941, according to an 
Country Gentleman 39.1 26,617 35.3 24,004 24,007 : ' ae ae " ADVERTISING AGE compilation based 
Electricity on The Total Group 167.3 134.974 1646 126 ) 122,439 125,45 Publishers’ Informati Bure: 
__arm ce eseseseccens 2.8 1 610 6.7 2 381 1,010 381 Bi-Weeklies—December on ubdlisners niormation ureau 
—— aoe ~YY Tet 14.5 10,993 17.0 12,826 5,090 16,389) American Agriculturist. 16.4 11,939 1 10,119 10,710 8,916 | figures, 
arm Journa c ¢ > 4 6 . vo. "eee 
naaged x - = - in ie : _.,.| Arizona Farmer 21.2 15,989 ] 11,589 124,589 11,555) . .Y ar ailiec . 
onk a" Gr Wife Shey ey 16 — y. 1 12,490 14,066 10,607 | California Cultivator .. 13.5 10,218 § 11,654 9,499 11,265] December farm dailies also 
oo met se Mag. =e a6ne 112 5.948 rytr 48) Dakota Farmer .. 16.2 12.475 9 7645 11.2 7:57; | showed substantial gains, their total 
osier ar a eases . 5 5,325 ,85 325 7. ° The » | — ‘ A ie 
*Kentucky Farmers’ — a soe 16.480 10 ie Sees ene ,of 166,704 lines running 24.5% 
bh oth - eae a eee e i ere ») on o ‘ », 189 ; 3 ,59 7 ¢ 
ss Home Journal sess 13.6 10,653 11.4 8,963 9,773 103 Tee’ Mdttion °19 17.132 12 9.773 15.534 9056; ahead of the December, 1941, total 
Michigan Farm News. 1.4 2,814 1,652 2,814 1,652 tiake Saber . 14.4. 10,887 12 ¢ 9031 10,817 a6 | f 133 908 
“National Livestock . _ ( » a2 . Nebraska Farme: ‘ 20.9) 15,20 bof 8,737 13,578 8,017 } ' > ; ; 
Producer ........... 5.1 687 65.0 3,631 68% 911) taverage 4 Editions 23.0 16,7: 14.6 10,603 14,384 9,302 January farm monthlies had a 
} 
tNation’s Agriculture.. - os 9.1 4,115 4,100] New England | Oe : : 
*New Jersey Farm & at Fa ee ees 00.905 380 @2mn Geet 48 , | total of 365,543 lines, an increase of 
ol e “ee . P . ‘ 0 PELOCRG «tse ease y. - ‘ 7,4 4,60 4 
Garden ..........++. 24.8 11,164 24.0 10,820 9,016 5.995 | 8Oregon Farmer 15.8 11,9% 2 9.231 11,849 231|8.3% over the January, 1942, total 
*Ohio Farm Bureau nie ‘ 545 3.784 | Pacific Rural Press: | of $37, 547. December weeklies were 
_ News oes: TerurT 10.1 4,545 8.6 3,849 4,545 3,784) Northern Edition 20.9 1.2 16.010 14,628 14,449 | , s : ‘ a 7 
: yn ate 51.5 22.097 53.2 22.801 9.909 9.443 Southern Edition ... 20.3 1 16,090 14,050 14,197 | 20.7% under their linage total for i 
amet iit... $8.3 16.430 37.1 15.899 8.583 8.395 | PR ag ire ry 1 18.0 13,580 12,214 12,019 | the same month in 1941, with 11,469 a 
Western Edition 32.9 14,130 30.8 13,202 8,289 7.685) 1 & ind Editions 19.6 14,230 ; 8,300 13,066 8,089 lines, compared with 14,456. 
Pacific Edition ..... 34.2 14,686 $1.2 13,377 8,485 7,807| Rural New Yorker ... 12.6 9.880 11.2 8,797 7.299 6.5685 
tin all 4 Editions... 27.8 11,921 25.8 11,064 8,006 7,272] wallaces’ Farmer 92.9 383 18.9 10,901 15.455 
Progressive Farmer: 8Washington Farmer... 17.0 12.5 9.265 12,687 
Carolina-Va. MAition. 33.8 16,344 18:8 34.458 14,876 Wisconsin Agriculturist 15.8 ©) Wak) isis lig] Widmer Names Anfenger 
ieorgia-Ala. oT on. 23.7 7,27 9.5 1b. o, aula 2 ane susie = 
Ky.-Tenn. Baition 21.9 15,946 18.5 13,454 14,470 eet Gre ~.... oe8 & 281.06 : 70,795 210,641 157,884 | p Anfenger Advertising Agency, St. 
Miss. -La.- ; edit’n 22.2 6,125 0 3,12 .76 - 
Texas Edition ...... 21.7 15,842 18.3 13,330 13,896 508 | Weeklies—December ae —_ core mong Br to direct ad 
tin all 5 Editions.... 18.1 13,140 15.9 11,572 12,162 10,957|Capper’s Weekly ..... 2.6 5,752 25 5,517 5,735 | vertising tor idmer Engineering 
tAverage 5 Editions. 22.4 16,306 18.8 13,705 14,769 12,766 | Weckly Kansas City | Company, St. Louis. National maga- 
Southern Agriculturist. 16.8 11,741 2.0 8,405 10,367 7,590 Star: 
peer meet f= vapher i 20.9 14,658 18.5 12.964 13,647 12.027 Missouri Edition .... 2.3 6.717 ‘ 4,939 », 348 8,424 | zines to be used include Business 
Successful Farming 34.7 15,632 28.6 12,871 14,22 11,543 | Week, Fortune, Newsweek, Time 
wna . - ens SOOO ca dicess 4.9 11,469 1 34,456 11,051 13,654) and United States News. 
Total Group ........ 670.9 365,534 626 337,547 281,624 258,242 Dallies—December 
Monthlies- December | *Chicago Daily Drovers me’ 
American Fruit Grower 10.0 4.548 10.2 4,576 4,534 4,576 | Journal . ike 19.9 42,422 1 06 36,990 $2,091 
Arkansas Farmer ».0 3,744 6.2 4,684 3,744 4,417 | *Kansas City Daily Names Cory Snow 
Farmer-Stockman 12.4 9,375 11.1 8,398 8,419 8.108 | Drovers Telegram 19.5 41,54¢ 4{ 1,15 32,167 23,450 _— , 
*Idaho Grange 45 4,866 4 4,718 4,866 4,718| *Omaha Daily Journal Cory Snow, Boston, has been ap- 
Wyoming Stockman . ad Stockman c+ eee -OOe7e (37.7 604 39,837 '| pointed to direct sales promotion, 
Farmer / 943 3.1 2,736 747 *St. Louis Daily Live __ MES ah public relations and advertising for 
- - - Stock Reporter . 15.0 31,971 s4 26,6990 22,39 
Total Group ..... 35 25,476 34.9 25,111 24,310 24,554 Haydon Mfg. Company, Forestville, 
Semi- Rn MERE EEE, wo Total Group al 78.3 166,704 908 135,684 107,484| Conn. 
*California Grange -_— 
ee ccaee 11.5 12,460 22.7 24,624 12,460 24,624 *Figures furnished by publisher. } 
1Dairyman’s Le ague tFigures not included in totals 
DD. acacebaudakasae 3.8 2,771 ».6 4,044 2,471 3,772 Two issues, 1942; five issues, 1941, 
Hoard’s Dairyman ‘ 14.8 10,773 17.0 12,345 8,850 10,798 “One issue for both years | WANTED 
Indiana Farmer's Guide 7.4 5,801 8.7 6,840 »,599 6,840 ‘Three issues, 1942; two issues, 1941 . A 1 
' Advertising Agency Copywriter ; 
burg; KDKA, Pittsburgh; WHKC,| Hibbing, Minn.; WDAY, Fargo, N. Names Aitkin-K ynett Man or woman with at least 5 
Columbus, O.; WING, Dayton;|D.; WNAX, Yankton, S. D.; KGNC, Aitkin-K tt Cc Phil yeé he agency mg ghey ae 
P 7 E - national magazine copy for v 
WSPD, Toledo; WJMS, Ironwood,| Amarillo, Tex.; KFYO, Lubbock, del coe dae Gani ieee eee po ao nagasine aor Se ve ted 
: : ’ nam i ~ te yg oven A aa 
Mich.; WHDF, Calumet, Mich.;|Tex.; KFWB, Los Angeles; KQW, R 7) Hollings a d y Pan airs. Pree = aipe, oraswamnan in Chicago on 
° e ° : i ° ce oO as growing agency with 
WDMJ, Marquette, Mich.; WIND,|San Jose, Cal.; KHQ, Spokane,| 7: Sn aad ee a New York and Chicago offices. Our 
: : , Camden, N. J., and will direct ad- pant Feiy © ae —— 
Gary, Ind.; WISN, Milwaukee;/} Wash.; KGW, Portland, Ore. aneiiad » Whis « ‘ : staff has been shown this ad. 
; vertising for hiz auto products, Box 292 
WTAQ, Green Bay; WEBC, Duluth;; Atherton & Currier, New York, is| household division. industrial di- ADVERTISING AGI Ch 
: . ‘, * ‘ a Pye 1 " x 4 4 : ms . on y oo. 
WHLB, Virginia, Minn.; WMFG,/the agency. vision and expor* division. ~ 


Distilled Vitamin A Esters* 


How to write 
food and drug copy 


A concentrate available. 


and you can’t help but improve the copy. 


pharmaceuticals for America’s 132,000,000 fighters. 


One good technique checks right back to the product. Improve the product 


We believe that it’s part of your responsibility, as an advertising man, 


to recommend and fight for product improvement, especially in foods and 
Vitamin enrichment or fortification may be your answer to an improved 
product. And if Vitamin A is a logical addition, you will want to get 


and pass along the facts about what we believe to be the finest vitamin 


is the name. This concentrate of vitamin A 


vacuum, a process which gives the resulting concentrate several unique 


advantages. 


tifically uniform in quality, high in potency, two to ten times more stable 


Write for our new illustrated brochure, “The Story of Vitamin A Esters.” 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patent. 


DISTILLATION PRODUCTS, INC. 


5 755 RIDGE ROAD WEST, ROCHESTER, NEW YORK 
' icine by EASTMAN KODAK CO. and GENERAL MILLS, 


‘ a 
ae 


tested. Exceptionally bland, 


to foods or pharmaceuticals. 


Distilled Vitamin A Concentrate 


in the natural Ester form is produced by molecular distillatic 
in the natural Ester 
in heat, light, and air than any other commercial concentrate we have 


this vitamin A does not impart taste or odor 


Get complete information and performance data for your technical men. 


1. in high 


form is scien- 
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26 ADVERTISING AGE January 25, i943 
- _ ———— - - —_———— 
owners, has been carried on even DECEMBER SALES OF CHAIN STORES good business management of ‘hei: 
u e a er e ps praras aggressively and in greater ———— December— % Gain -———12 Months—————_, % Gain Service departments. . have i ind 
| volume than in normal times. 1942 1941 or Loss 1942 1941 or Loss | Only a a who feel that they wi] 
7 ict Food Chains rvive. 
b 4. pee cree Pag ne: sn Rc iccasasuki- ~(ehered. °° babes $58,224,694 § 41,614,585 427.9 |O€ Unable to su 
een malintaine Oo e @ nation | akroger Groc. & 
@d ers eat er | know of the tremendous war service| Bak. Co ...+e$ 41,023,220 $ 27,466,941 +49.3 $ 388,874,224 $ 302,765,745 + 28.4] Also Aids Motorists 
aNational Tea . 6,685,669 7,387,437 —9.5 89,948,287 72,182,442 + 24.6 
. of the company, and also to keep aSafeway 46,058,021 2,623,843 +8.1 599,264,681 491,299,380 + 22.0 While most of the ideas w ich 
the flag flying for the sake of owner| (00, Total ....§ 93,766,910 § 77,478,221 +21.0 $1,131,311,886 $ 907,862,152 +24.6| have been recorded have been oper. 
and dealer morale. Mail Order ‘ mn : ep Pere a ated through dealers, rather ‘han 
tSears, Roebuck... .$106,940,659 9,069,477 -—10.2 8,245, —6. “ie . : : 
. Started in Prewar Days DOIN. < sc cescens 4,721,416 7,509,264 —37.1 42,374, —25.7|directly with owners, Studebaker’s 
(Continued from Page 1) | tMontgomery Ward 86,471,566 85,269,407 +1.4 634,358,5 +%3)owner relations division, of wich 
, ' ; rice progr of St - —_——_—— $e OSC : : 
100% in preduction of airplane | The service program . Stude Group Total ....$198,133,641 $211,848,148 —6.5 $1,524,978,199 $1,595,550,821 —4.4 Joseph A. Martz is director, has 
engines and motor trucks for war baker was launched back in August,| Drug Chains : oesn 000 ° 412.195 ,.;| been continuing its work of fincing 
an operation which will have|/2*!, when the company realized | Witcreen 2... + esas ars © gsie240 426.9 ro1gse708 © sstgeis2 +184/0ut how to help motorists whose 
| : . OO ree eee 2,355,37 9,816,2 + 25.§ ,»246,703 5,736,152 s 
‘ a“ its dail 7 ave! that war was coming and that its |‘ “'*"**" ac a ac > apemalliahe = ~—- -——|cars have now become particul::r] 
stepp up its daily output to ap- 'dealers must prepare for it. At that] Group Total ....$ 13,365,261 $ 10,734,600 +24.5 $ 103,990,026 $ 88,148,277 + 18.0 Reeeerl sail Studebaker’ ny 
proximately $1,000,000 before very time a complete program of ex Variety and Miscellaneous : : “ ' po asse ad u 4 a vob 4 rst 
= |Bond Stores ...... $ 4,843,541 $ 5,674,753 —14.6 43,951,541 5,328,333 —3.0 “j ion a resse spe i 
long. é 5 rj ati ~ lé - +Colonial Stores, Ine. 7,458,810 5,580,865 + 33.6 80,126,147 58,178,638 37.7 contribut . DOCH lly 
panded service operations was de-| ‘' oe ohh pee gg oder) |to the owner came in the form of a 
. ° Consolidate elal 
Fills Moral Obligation cided upon and presented to its| “stores -......... 1,757,292 1,224,132 +43.6 15,071,903 11,518,780 +30.8| little folder on the intriguing sub- 
13.500 dealers through numerous | Edison Bros. ..... 5,016,756 4,064,478 + 23.4 45,953,551 33,613,756 + 36.7), “ a 
Pa |» : “seins e1veee 314% CTT ETT 5319 876 ‘5 |ject, “How to Worry Successful] 

Studebaker policies have been clinics. with the obiect not only of Fis hman, Mi _H. as 1,048 310 , 917,623 14.2 6,199,53: 5 19,876 + 16. J ai y , y 
b d : il th t >» J y +Food Fair Stores.. 3,392,087 2,962,164 14.5 41,644,630 34,094,536 +22.1| About Your Car,” in which com: ion 

ase rimarl on e acce anc aci7i > > =jbHiliti Grant, W. T. 25,137,812 23,517,978 + 6.9 153,800,194 128,227,693 + 19.9 . : 

F 4 4 : : P 4 emphasizing the sales possibilities stheeun ge “ae 9,929,499 9,174,856 +8.2 58,316,062 419,926.728 +16.8|Sense precautions for keeping cars 
of its moral obligation to its owners | of automotive service, but to sell a} jinterstate Dept running smoothly in wartime were 
and dealers, as well as the realiza-| policy of sound business manage-|_ Stores, Inc. . 5,219,652 = 4, +21.9 35,345,292 29,040,950 421.7 
> A a fTresge, S. S 30,784,678 29,5 - 2 99,086,209 76,088,57 +13. presented. 

. ° Kresge, >. »&. 30,784,67) v7, + 4.2 199, oJ 17 ’ 1 1 
tion that with the end of the war,|ment in the service department, a See 18,397,193 + 5.8 116,958,589 101,396,512 +15.3 Millions of copies have been dis- 
cars will again be in demand and a | which in too many instances has | ilerner ........... <atne ¢ te ety hes «so asleizeie. .is2 {tributed through Studebaker deal- 
trong distribution organization may | be idered simpl ES Tee? SRR yr tye + “ty ; rit pipet an 26a ae 7 : ; 
Ss on te ’ . en consiaere Simply aS an aQ=/:McLellan Stores... 5,647,926 5, +11.0 30,553,991 00,338,033 + ie ers, as well as state highway admin- 
y g Z rer’s st | j i ‘phy, G. C. 2,268,847 8 5 +:12.6 76,987,255 33,514,750 +21.2]. . 
ate a nd Sa rege etede most | junct to the business and, therefore, ~ beet i er 5,466,397 770121 +148 33,142,335 26,468,799 + 25.2|istrators and other public officials, 
peo ag ehinrngal ig 2 it rer wt not looked upon as a possible source | Newberry, J. J. 13,266,336 11,622,309 +14.1 77,311,366 64,228,135 +20.4|The folder was so successful that a 
: =} ’e 2 A > See 53,319,7 59,52 H + 6. 90,294,52¢ 77,571,7 + 29.9 . : ‘ 

even before the lowering s adows of sizable profits. eee, ye oP 63,319,714 9,520,106 6.4 490,294 ) 37 1,711 companion piece, “How to Keep 
of war finally fell across America, | Studebaker maintains a corps of Stores .......... 1,812,903 1,617,509 +121 9,688,183 7,877,776 + 23.0 Your Car Healthy on a Rationed 
to do all in its power to help its| business management experts, and | Jen ee eo eee eeeee 123 |Diet,” has gone into distribution, 
dealers and its owners, thereby after the service program had been = — —_____ _________ -__-| Both are illustrated in humorous 
making an important contribution | heartily approved by dealers, they| Group Pa, + ee eee, ee ee, Te See Ge RIES Ge dite 
pA national objective of keeping | worked with them closely and per-| Combined Total. .$609,452,751 $586,189,799  +4.0 $4,877,118,361 $4,378,240,917 11.4) and easy to understand. 

all forms of automotive transport|sonally, providing forms and sys- | ooo. ana 53 weeks Studebaker’s institutional adver- 


rolling as well and as long as pos-|tems to insure proper recording of 
sible. |service operations, with simplified 
The result of more than a year’s | methods of estimating material and 
practical war experience can be |labor charges for standard jobs. The 
briefly summarized as follows: result is reflected in the fact that 
1. The Studebaker sales organ-| many dealers finished 1942, in spite 
ization has been kept intact except | of having had few new cars to sell, 
for men going into the services, and with almost as good a profit show- 
has been busier than ever working | ing as in the previous year, while 
with dealers and promoting wartime | some even improved their showing. 
opportunities for service and profit. | Offer Specific Plans 


Ce. 
wh 


2. The Studebaker dealer organ- | 
ization has shrunk in only a minor 
degree, and many dealers are actu-| 
ally making almost as good a finan- 
cial showing as before the war and 
some even better! 

3. Sales promotion in the usual 
sense is out, but promotion of ideas 
for service, which means help to | 
dealers and help to car and truck 


Month to month promotion has 


provided specific plans for 


maintaining profitable operations in 


used car and service departments, 


developing methods of getting addi- 
tional service business, 
creating a technique for 
and training workers to 


the 
| dealer, by means of which to insure 


and even 
locating 
replace 


IS NO LONGER A wamee MICHELS end Mes / 


ONT be fooled by that often- 
heard expression, “Let’s go into 
the dime store.” 
chil- 


mean, 


Millions of men. women and 
it but 
“Let’s go into the 5e to $1.00 and un 


dren say every day 


store.” 


While the original nickel and dime 
still 
know 


in their 


that today 


appeal is foremost 


minds, they they 
ean find a variety of big-value mer- 
chandise at prices ranging up to $1.00 
and more. Not only do they know 
that they can find wearing apparel. 
accessories, household 


dress prod- 


ucts, hosiery, dinnerware. at 


P.S. 


will be an even greater factor as a 


doing your post-war planning. 


39e, 79, $1.19 and up—but they are 
buying it in increasing quantities! 


Which leads us to suggest that if you 
have a new or old product that sells 
(or could be produced to sell) from 
Se to $1.00 and up, you should show 
samples to the executive office buy- 
ers of these so-called “5 & 10” syndi- 
cate 


(chain) stores. 


If you are interested in knowing how 
to go about it—or who these buyers 
are, and where to see them, write to 
the Service Department of The SYN- 
DICATE STORE MERCHANDISER, 
the trade paper for this billion dol- 
lar market, 


Here's a tip for you—these thousands of 5 & 10" stores are aptly 
tagged the “Department Store of The Masses.’ After the war they 


major retail market. Think of them when 


SYADICATE STORE MERCHANDISER 


79 Madison Avenue, New York, N. Y. 
ECA cricaco + LosANceiEs arvanta QP 


The 10FA BOOK’ 


THAT HAS PROSPERED BY SERVICE 


f 


tEleven-month period 
*Three-month period. 
‘Four weeks and 52 weeks. 


those lost to the draft. The company 
itself experimented with training 
women in automotive service, and 
passed along the results of its suc- 
cessful experience to its dealers, 
some of whom have already put the 
idea into operation. 

Even more important, Studebaker 
has made its dealers the center of 
information pertaining to wartime 
regulations affecting the use of cars 
and trucks, so that they have had 
both the facilities for advising own- 
ers regarding new orders from 
Washington and of becoming com- 
munity headquarters for informa- 
tion on all automotive war prob- 
lems. Sales bulletins have been re- 
placed with war service bulletins, 
and by close and continuous contact 
with Washington, Studebaker has 
performed a valuable service in 
quickly disseminating the latest in- 
formation on new developments, 
which frequently are not available 
in any other form. 

When the Office of Defense Trans- 
portation announced its plan for is- 
suing cerificates of war necessity to 
truck owners, Studebaker immedi- 
ately launched a plan to make its 
dealers community information cen- 
ters, assisting owners in supplying 
the somewhat complicated informa- 
tion required by ODT. Details re- 
garding forms and procedures were 
put into the hands of the dealers 
immediately, and the result of this 


| 


| 


plan was that for weeks after the 
regulation was put into effect, thou- 
sands of truck owners were throng- 
ing the offices of Studebaker dealers 
all over the country every day. 


Starts Clearing House 


Studebaker dealers were thus 
catapulted into the middle of 
truck servicing operation which has 
added substantial volume to their 
business, and has enabled them to 
get close to truck owners in all 
fields. In fact, through the initia- 
tive of the company, a 
house for used trucks has been 
established, whereby dealers 
various centers are exchanging in- 
formation on available trucks, thus 
enabling those who need additional 
transportation facilities to find out 
where available trucks may be had. 

All of these efforts of the sales 
and promotion departments of 
Studebaker may give the impression 
that the company has been trying 
desperately to hold its dealers even 
against their will. Actually, its pro- 
gram was aimed at keening auto- 
mobile men advised of all the facts 
regarding the situation which con- 
fronted them, so that their decisions 
regarding the future would be made 


without panic and with full infor- | 


mation regarding opportunities for 
continuing their operations. As time 
went on, the dealers learned that 
they were not doing so badly, so 
that there was comparatively little 


shrinkage in the organization, espe- | 


OE Ay han 


cially from the standpoint of poten- 
tial sales. 

The company’s records show that 
|sales of service and parts have been 
holding up extremely well, indicat- 
ing the fine merchandising job 
which dealers have been doing. Per- 


|tising campaign 


in magazines has 
‘attracted widespread attention, and 
it is probably not revealing any 
secrets to say that the directors of 
'the company approved this effort 
|\largely because of seeing the vast 
|array of service material which the 
company has been putting out for 
the benefit of owners and dealers. 
| They felt that the story of the com- 


a | 


clearing | 


in | 


/pany’s magnificent war effort, in 
| which it is manufacturing more air- 
plane motors than any company 


sonal contacts in the field by sales 
executives of the company have also 
demonstrated that dealers’ morale 1S | outside the aviation industry, would 
high, that their business is in better | pe a great source of pride and stim- 
condition from the standpoint of| ylation to the dealer organization, 
orderly organization and operation |g, wel] as present and prospective 
than ever before. Most of them are | owners. of Studebaker Presidents. 
convinced that they will be able to| Commanders and Champions. 
keep going for at least another year, 

May Expand Campaign 


even with the supply of new cars 
steadily diminishing. | Newspaper copy has appeared in 
|}a good many cities, chiefly featuring 


Left Up to Dealer , 
; . the owner service folders referred 
However, the attitude of the com-|to above, and because of the wide 


pany has been that every dealer|array of service facilities which 
must make his own decision regard-|hayve been set up, it is considered 
ing whether to stay in the automo-| possible that a larger campaign in 
bile business or do something else. newspapers, built to parallel dealer 
And since that something else, by| service promotion, will be devel- 
virtue of shop equipment and expe- | oped in 1943. Radio spots are being 
rienced workers, might possibly be | used regularly, with news and sports 
war production work, Studebaker | broadcasts, in 88 centers, and Stude- 
investigated this possibility also and|baker dealers are carefully tied in 
issued several booklets in which de-| with these programs. 

tailed information on how to get One expansion which the out- 
war contracts was presented. More | sider can predict for Studebaker in 
than 75 dealers have actually suc- | the postwar period is in the truck 
ceeded in getting business of this | field. While Studebaker trucks have 
character, not all of them large | been manufactured for a good many 
operators, either. The great ma-| years, the passenger car business 
jority, however, have decided to|has dominated the picture. But so 
stick to what they know best, par-| many dealers have become familiar 
ticularly as they agree with the/with the truck situation and with 
company that keeping America’s | fleet owners as a result of the cur- 
motor transportation going is in/|rent service drive in this field, that 
itself a war job. |it would be a logical development 


Mel Brooks, assistant to Stude- | 
COLOR “ENGINEERING” 


baker’s vice-president in charge of | 
sales, who has had a long career in | 
the automotive field, believes that | 
the constant personal contact which 
| the company on consistently main- PRODUCTION, SAFETY, MORALE 
‘tained with its dealer organization,| Jiucuemg@elbel a the subject o 
plus the large volume of service [UMMIEIESTUICITRIA iM Tay 
today if you would like a copy 
of this release as well as th 
special reprints covering thi 
important application of colo 


material with which they are con- 
EAGLE PRINTING INK CO. 


|stantly supplied, is responsible for 
DIVISION - GENERAL PRINTING INK CORP. 


the fine morale which he has noted 
in many recent trips into the field. 

“Dealers don’t feel they are 
licked,” he said. “They have found 
|that they have been able to adjust 


themselves to wartime conditions, 100 SIXTH AVENUE, NEW YORK 
and that they can make a good eevee ae 


showing, through used car sales and | 


oS Mew Ark fe 
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like this one at 10c a letter, $2.50 genoa pevetcH* STRECHTYPE* TRANSPAROTYPE® 
minimum. We set the type of your PROOFS 


* Trade Mark 
choice, make an etch proof and a - 


STRECHTYPE (trade mark) proof 
of it to fit your layout. Fast mail 
service. Free—that mine of new dis- 
play ideas “‘New Wings to Words”’. 


Harry Baird Corporation 
TYPOCGRAPHERS 
18 E. Kinzie St. - Chicago - WHitehall 4347 
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STUDEBAKER GROUP DISCUSSES ORDERS 


Here is @ group meetin 
trucks. At the head of the table is K. B. 


called by Studebaker Corp. to discuss ODT orders on 


STRETCH MILES 
AND DOLLARS 


Elliott, vice-president in charge of sales. 


for Studebaker to build a much 
more important truck business after 
the war. 

The thinking behind this broad 
program of service to dealers and 
owners was explained by Kenneth 
B. Elliott, Studebaker’s brilliant 
young vice-president in charge of 
sales. He is President Paul Hoff- 
man’s right-hand man, and reflects 
much of the latter’s enthusiasm for 
business policies that are in the 
public interest and therefore have 
social as well as commercial sig- 
nificance. 


Says Duty Is Clear 


“Every business, including auto- 
mobiles, is today charged with the 
public interest,” said Mr. Elliott. 
“There is little that any of us have 
to do in connection with the distri- 
bution of either commodities or 
service that does not affect signifi- 
cantly the wartime economy at one 
critical point or another. This fact 
must be the guiding principle of our 
action. We assume substantial re- 
sponsibility for an economy which 
is no longer a civilian economy 
existing apart from the war effort, 
but a civilian economy that merges 
imperceptibly into the war program. 

“What all of us do now will be 
a measure of the capacity of man- 
agement for meeting unusual situa- 
tions. We have been accused of 
having insufficient imagination to 
meet new and different conditions— 
of having an inadequate sense of 
moral responsibility for the other 
parts of the social and economic 
world in which we live. 


Says Charges Aren’t Valid 


“I don’t regard these charges as 
either reasonable or fair, or, what’s 
more important, valid. But we 
should make sure that our conduct 
under the stress of today’s circum- 
stances merits the confidence of 
those who have the right to look 
to us. What we do during this 
period or fail to do will be irrevo- 
cable. The future will require an 
accounting. 

The things we do now will influ- 
ence public attitudes toward busi- 
ness, and particularly toward man- 
agement, in the years to come. No 
company can consider itself and its 
problems apart from the world in 
which it lives or apart from its cus- 
tomers or its dealers—certainly not 
apart from the public generally.” 

uch a philosophy, based on a 
sense of business responsibility to 
the nation, as well as to stockhold- 
er., workers and customers, goes far 
to explain the Studebaker program 
ol wartime production and wartime 
se: vice to the automotive field. 
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‘CBS Names Chartoc 


Shep Chartoc, formerly with Tom 
|Fizdale and Air Force Sponsors of 
Chicago, Inc., has been named pub- 
licity director of Station WBBM, 
Chicago. James Kane, who for- 
merly held the WBBM post, has 
|moved to New York as assistant to 
_ George Crandall, CBS director of 
| publicity. 


HARRY D. REYNOLDS 


Mt. Vernon, N. Y., Jan. 19.— 
Harry Dare Reynolds, 69, president 
of Reynolds-Fitzgerald, newspaper 
advertising representative with 
headquarters in New York, died at 
his home here on Jan. 13 after a 
long illness. 

Mr. Reynolds entered the news- 
paper business in 1894 in the adver- 
tising department of the Republic, 
Binghamton, N. Y., and later be- 
came general manager of the paper. 
In 1906 he became publisher of the 
Herald, Gloversville, N. Y., and two 
years later entered the newspaper 
advertising business in New York. 
In 1921 he became part owner of the 
newspaper representative organ- 
ization which seven years later took 
the name of Reynolds-Fitzgerald. 


EDMUND KRATSCH 


Milwaukee, Wis., Jan. 20.—Ed- 
mund Kratsch, 47, secretary of the 
National Sanitary Supply Associa- 
tion and publisher of Sanitation, 
died from gunshot wounds on Jan. 
18. Mr. Kratsch formerly was edi- 
tor of Brooms, Brushes and Mops. 


J. R. JARNAGIN 

Raleigh, N. C., Jan. 20.—J. R. 
Jarnagin, 48, advertising director of 
Carolina Power & Light Company, 
died Jan. 14 of injuries received 


when he was struck by a taxicab. 
He formerly was associated with the 
Chattanooga News. 


FRANKLIN MAGILL 

Chicago, Jan. 19.—Franklin Ma- 
gill, 72, secretary-treasurer of Ma- 
gill-Weinsheimer Company, Chicago 
printing company, died here on 


Jan, 13. 
C. JOHNSTON SMITH 
Chicago, Jan. 19.—C. Johnston 


Smith, 73, a salesman and official 
of General Outdoor Advertising 
Company in Chicago since 1902, 
died Jan. 16 in his office. 


Hardenbrook Advanced 


Donald J. Hardenbrook, recently 
appointed postwar planning man- 
ager of Union Bag & Paper Cor- 
poration, New York, has_ been 
named assistant to the president of 
the company. Mr. Hardenbrook 
will continue to handle postwar 
planning. 


Walsh to Medicine Co. 


Frank Walsh, formerly copy chief 
of Nelson Chesman Company, Chat- 
tanooga, Tenn., has been appointed 
assistant advertising manager of 
Chattanooga Medicine Company. 
Nelson Chesman will continue to 
handle the Chattanooga Medicine 
account, 


Burlingham Appointed 
to Farm Paper Post 

Lloyd Burlingham, former man- 
ager of the National Dairy Show, 
has been named executive secretary 
of the Agricultural Publishers’ As- 
| sociation, succeeding Victor F. Hay- 
'den. Mr. Hayden, who has held the 
post for the past 20 years, plans to 
enter the country newspaper pub- 
lishing field. 

Mr. Burlingham was formerly as- 
sociate editor of Hoard’s Dairyman 
and manager of the western office 
of Standard Farm Papers. His 
headquarters are at 333 N. Mich- 
igan Ave., Chicago. 


Tully Advanced 


M. W. Tully, acting head of the 
classified advertising department of 
Fairchild Publications, New York, 
has been appointed classified ad- 
vertising manager to succeed L. E. 
Williams, who has been named ad- 
vertising manager of Women’s Wear 
Daily and Retailing Home Furnish- 
ings. 


Promotes Nelson 


Richard V. Nelson, with the local 
display advertising department of 
the Register and Tribune, Des 
Moines, Ia., has been named man- 
ager of the advertising counselors 
department, succeeding Richard C. 
Lee, who is now a lieutenant in the 
Navy. 
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New York Herald Tribune Sunday volume, General . . 
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Radio and Dailies |(gy Wins House , 
; to Benefit from The Diary of an Ad Man 
“ AT&T Rate Cuts Approval of His This diary embraces the observations and reflections of one of America’s 
wee : most prominent and widely known advertising men. It is presented in 
ae Washington, D. C., Jan. 21.—The . ba ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
American Telephone & Telegraph FCC Investi ation direction” of any kind. The author is glad to receive comment, but can- 
Company yesterday agreed to re- not answer letters, except as he may find it appropriate to do so through 
vise its telephone rates, resulting in ; the column. 
a lowering of annual revenues in (Continued from Page 1) 
the long lines department of AT&T| on,” he reported, “two or three hun- January 11. The latest retirement of is badly needed for a score or more of home d 
an estimated $50,700,000. The reduc-| dred of our smaller stations lost A. D. Lasker from the agency business front jobs. Second, that millions’ of dollars = 
tions do not apply to the initial) money; and they are still losing reminds me of a talk I once had with him _ worth of space is still being used in self- 
three minutes of a long-distance call} money. During this year, the small about it. He said there were only three _ glorification or sentimental bellywash by “ 
but affect overtime and the charge} radio station, along with other small things of major importance which had ever advertisers with no goods to sell. If —— ca 
9 for leased line service. businesses, is threatened with ex- oo in ee —. ai aaa Gee aes Boar be 4 4 
ee = pm “a poe a inetion. we a tes pn Fa gfe hey made it a “i Tho The everlasting discredit to this business. 7 
Aaa leased private lines, such as broad-| this happen.’ i cai Gee ek cee, Bee deen 
e casting stations and newspapers,| After citing the communications Kennedy, pela him 006000 0 year, and ‘ 1 
will effect a substantial saving,| importance of all radio stations, dramatized copy as the most important ele- - 
equivalent to approximately 25% iN} Rep. Sparkman turned to the possi- ment in the business. The third was when January 15. Most of the men I talk with Gi 
private telephone lines and 35% in| bility of monopoly in the field. “We J. Walter Thompson Company introduced these days are worrying about how to do au 
private telegraph lines. want to know whether there is any sex into advertising, in “The Skin You more in the war effort. They have an ab 
Small broadcasting stations, hab- undue concentration of control here Love to Touch.” uneasy feeling that they are only yielding . 
itually casual users of telephone/ and whether it is being exercised ta . to self-interest when told that oe oe fic 
lines, will benefit from a lowering|the detriment of the independent actually gy ry ty wt dens By fens nema “a 
of the initial hour rate by almost stations,” he said. January 12. Talked with one of our high ot aeling with a un ike Gaels aaneuae 
50%. Larger broadcast users will The House should also know, the officials who has an intimate knowledge of to know there was a war going on. I was W 
get a reduction from $8 to $6 per) congressman said, how the control the Russians. Asked him why we were not offering him a job for which he seemed = 
air line mile. of broadcasting is being exercised permitted military observers on the Rus- eminently fitted, which would be wholly in in 
to determine what the public is sian front. The answer, he said, is very the public service, but in which he could re 
NETWORKS EXPECT being permitted to hear. He cited simple: the Russians have secret agents in _ be well paid. Finding that the public serv- * 
FEW NEW AFFILIATES the recent case of the Cooperative SLiwtimeuetnis Se ee Sate e : 
New York, Jan. 21—No new]League of the U. S. A., a fiasco as deat dae akiense foe Wea tae, rg a tank alice ta aie ti 
drives to add small town affiliates| which the networks have already Thus they figure that reports from ‘their J ’ p 
are expected as a result of the|taken steps to mend. Speaking of front would sooner or later fall into Ger- ° 
American Telephone & Telegraph| the co-op program, he said: man hands. I was so astounded I forgot T 
7 Company’s reduction of network line Must Le Facts to ask why we couldn’t stop this. January 16. For the first time in weeks 4 
‘ end telelvee charges, station rele- us arn Fac ‘ managed to get in a day at the farm. The “ 
tions officials indicated here today. “Regardless of our own views re-| roads to it are rough with frozen ruts, and b 
A check made by ADVERTISING AGE| garding the merits or demerits of January 13. Reading a book on seman- what with = = “4 oo gang mg hone J 
indicated that approximately $6,-|this movement, we should know | tics called “Language in Action” I ran across folks a, wpe — et Gib seite tebtne a 
500,000 of AT&T long line broadcast | how it is that a movement of such | this for advertising people to think about: prea = tn the minute on all that the werld : 
circuit charges would be affected by| public significance is denied time “The reader may say, ‘If people want to is doing and failing to do, and I found them tt 
the reduction announced by the FCC} on the ground that its program con- | pay for daydreams in their bath salts and as keen in their discussions of current . 
in Washington. FCC Chairman} cerned a controversial matter or want to battle ee geen, with = affairs as any of my city friends—and a - 
James Lawrence Fly had announced that it may be disturbing to present of font cutie. Sie wiliemdae og my il lot more sane and salty. 7 
in December that one of his objec-| vested interests. We want to know words instead of examining facts is a dis- 
tives in investigating the long dis-| the answer to that. We must know order in the communicative process. . . And as 
tance, broadcast, and teletype tolls| how much discrimination there is it doesn’t seem beyond the bounds of possi- € 
of the AT&T was to bring network | by radio stations in selling the use bility that today’s suckers for national January 17. (ON THE NATURE OF t 
service to small, outlying stations| of their facilities, who the favored advertising will be Saver? meapete _ ogee eet ee ees og : 
ucing rates. sons a the master political propagandist who will, us got such scientific education as we ‘ 
a7 tee S i pt pe teeedory te ree by playing = the Jewish menace’ in the in the days when the scientist's whole em- a 
The House should also turn its in "pak ‘Soctbbeush sonner, Gad ty ‘ieok. ‘Tpecetece, in such olteria on we 
attention to the amount of vulgarity prorelaing as notional glory in the some have made to develop a science of adver- 
now being loosed on the air waves, way as national advertisers promise us tising we have sought cause-effect se- , 
Rep. Sparkman said, as well as the personal glory and prosperity, sell fascism quences—with very meager results. Now ' 
use of radio in political campaigns in America.” that scientists like Einstein have shown 
and the use of radio by news com- that even in the physical world there are 
5 mentators. e too many causes and too many effects for : 
: You il Re ally Referring to the news analysts, he ; such a simple formula, we a ——r 
said: “Whose interests are they January 14, The two most important productive — of view. ; e tet - | 
Go Places serving? The recent attacks u facts in Se atvertaing Susman Weay are propability, pote ye ee ee ee ae 1 
: My S upon these: First, that the government seems physicists as well as by gamblers, are likely , 
b aoe body = the Hg nagtonts — politically unable to buy the space which to be much nearer to our problems. } 
in t e business. e want to know what 
is in back of all this. We want to 
. know what efforts have been made icati 
Intermountain to present the other side, and if ' . that because of the tremendous in- | ary and February publications— 
“ none have been, why not?” Don f Read This terest in special training at this | when people are thinking of turning 
Territory Interrupted by a representative time, the mere listing of the various over a new leat. . - 
who pointed out that the Coopera- 8 ' subjects taught by ICS helped the No. 5 gy rote a ope that ree 
. a Be 3 tive League had achieved its goal, Until You ve Seen reader decide on what he wanted to since been fostere an rapt i 
——— in and that its programs would be study, and also to make up his | by the government and this gov ern- 
ine accepted, Rep. Sparkman continued: mind. He was already sold. Fur- | ment rage paneer“ ‘te to — aid 
with “IT certainly have no interest in the Ad p 24 thermore, this piece of copy seemed bees ely responsible for its splend! 
Cooperative League; I have no con- e § on age to benefit from all of the other more | performance. oe 
nection with it and know very little spectacular and dramatic ICS ad- a might go ms we S, prose * 
' about it; but I understand that it| Here’s the score on the coupon-|Vertisements that appeared ined mg ge gd ‘ee ak i. 
S was largely turned down on the| pulling effectiveness of the ten In-|the year. ‘nele® eienhseae of tae feet ive wi 
ground that it presented controver-|ternational Correspondence School Good Puller for 25 Years suffice.” . 
P, di f ge god pre = oot SS te ta eae ee porn “The second ranking advertise- | pera : 
araage oO stars might perhaps be objectionable to| elections against ICS’s records on SN cits aa eae a wend | Names Hirshon-Garfield 
hi other advertisers who were already | effectiveness. If you place seven or ct . pels praia ag iain conti The Boston office of Hirschon 
over this on the air, which indicates that the re in their proper ord e ae ee ee , |Garfield, Inc., has been appointed 
: ciieiiinnts aon vaee taneiie ~ |more in their proper order, you are | <nonded to it freely. ‘to handle a promotional field cam 
avisers Gre very largely con entitled to crow about it. All valid “The performance of ‘The Case of | ,..; . ai in t 
station trolling what goes out over these : Pp ‘ |paign among retail grocers in 
wave lengths eaiat belong to the crows may be submitted to the edi- the Crying Wife,’ the No. 3 adver- | New England territory for Oregon 
people of the United States.” tor, who will listen to them with|tisement, was rather unusual. It | Washington - California Pear Bu 
: Pesan gue a proper respect. appeared only in straight fiction|reau. Pacific National Advertis: 
_If reported favorably, the resolu-|" Ran Headline magazines, and the intriguing title | Agency, Seattle, handles other di’ 
tion provides for a five-man com- 1. Special Training together with the tabloid story |sions of the account. 
mittee to look into the FCC, the 2. Drafting — Springboard to|treatment given the copy, made it —aaeEass 
extent of monopoly, the processes Success outstanding. Elect Hirschberg 
“4 recreate 4 pega 3. The Case of the Crying Wife | “No. 4, ‘Where Will You Be 11) Sanford L. Hirschberg, associat 
_ a ae Ue Me & 4. Where Will You Be 11|Months From Today?’ has been) with the Peck Advertising Agen 
small radio stations, and the quality Months from Today? among the leading ICS advertise- New York, for over ten years 
of radio programs, particularly the 5. “I Buy One Every Pay-Day!” | ments each year for 25 years. It is account executive, has been elect 
content of “vulgar, scurrilous, villi- 6. America Is Building Two} most effective in December, Janu-|a vice-president. 
fying or other debasing material.” Great Armies— -_: 
7. You Can’t Ration Brains 
8. You Can’t Zoom Into an 


Good Housekeeping’ Aviation Career 


Lists Staff Changes 9. To Men of Draft Age WCOP stands on its own feet, as a test sta- 

| J. K. Herbert, New England man-| 1® America’s Trained Men Will | S  haaactecnnaibeanilins: 

| ager of Good Housekeeping, has re- Win the War 

signed to join the Marine air forces “On the basis of direct returns, 

las a first lieutenant. He will be|the top-ranking advertisement was 
succeeded by E. H. Roberts. |head and shoulders over all the 
J. P. Embich will join the Boston | others.” says Paul V. Barrett, direc- 


office of Good Housekeeping on |tor of advertising for ICS. “To the 

— a Mr ancy a a New uninitiated, this might seem strange 
vis ‘ car el s) - r. 

ngiang manager of House Beautt-\because it’s a rather drab-looking 

ful for the past four years, and rater eed 
I. ee re . . |advertisement, without illustration. 

formerly was in charge of the Bos- T If the thi t i 

ton office of Town & Country. ae way igure the thing Out 's, 
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CBs NETWORK “ADVERTISERS: GROSS BILLINGS 1942 
Listed According to Total Client Time 2.cgaaie 


S. Rewer Tee Cie cedeccases $ 4,226,550 67. Richard Hudnut 18,964 
2. General Foods Corp........ 4,223,395 68. California Packing Co. 36,773 
7 * 3. Procter & Gamble Co....... 3,087,534 69. Brown & Williamson 
4. Campbell Soup Co.......... 2,858,829 Tobacco Corp. ne 34,733 
SB. Wee, Wremeey DP..ccicccees 2,462,069 | 70. Manhattan Soap Co P 31,916 
6. R. J. Reynolds Tobacco Co. 1,779,100 71. Bekins Van & Storage Co 30,888 
7. Colgate-Palmolive-Peet Co.. 1,697,460 72. McKesson & Robbins, Ine 29,976 
8. Liggett & Myers Tobacco 73. Peter Paul, Imc......... 29,588 
RE re arr Pee 1,472,639 | 74. Gillette Safety Razor Co 29,321 
9. Sterling Products, Inc...... 1,469,634] 75. Soil-Off Mfg. Co....... 28,171 
10. American Home Products 1,367,079 i.e £« Serre 19,276 
11. Philip Morris & Co........ 1,282,281 . fo are 19,106 
12. General Mills, Inc....... . 1,194,607 ee eee 18,590 
13. American Tobacco Co... 981,927] 79. Colonial Dames, Inc........ 17,458 
Sk Pe err ; 899,812 80. J. A. Folger & Co...... 16,748 
ane 15. Pet Milk Sales Co....... ; 887,968 1 Sl. Par Geap Co... ccecccsccss 15,273 
_ 16. Johns-Manville Corp. 854,538 | 82. Tide Water Associated Oil 
The rates for this department are as follows: 17. General Electric C 7947 29 
7 os ; a” a5 e i. G i Blectric Co.... 734,710 « “PT Terlerererrieereree 14,328 
“Help Wanted, Positions Wanted, Representatives Wanted,” and| j. Eversharp Co. ........ 668.557 | 83. Mode O'Day Corp........ 13,988 
“Ret prageeaeves Available,” 30 cents a line, minimun charge $1. Termf| jy 4» R. Squibb & Sons.......  663.846| 84. Standard Oil Co. of N. J 13,620 
cash W , : 20. Celanese Corp. ........ 610,446 | 85. Vick Chemical Co........ 12,827 

- All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. 21. Emerson Drug Co........ 605,587 86. California Prune & Apricot 
$4.50 per inch. 23. Chrysler Corp. ........ 603,089 GROWERS AGMR. 2c cccccccs 12,761 
_ ; 23. Lady Esther Co........ 598,416 87. American Chicle Co....... 12.364 

7 . . ™ | " . » 24. Gulf Oil Corp.......... 538,944 88. Paramount Pictures, Ine... 11,166 
> | ED . 
a SAT ’ : _POSETIONS WANT 25. Quaker Oats Co........ 516,105 89. Mentholatum Co. ....... 9,345 

ESTABLISHED PUBLICITY FIRM | COPYWRITER who will give fresh.) 26. Chesebrough Mfg. Co.. 606,773; 90. Plough, Inc. ........... 9,126 
small, With excellent reputation, | forceful persuasion to your space and| 27. Coca-Cola Co. ......... ; 506,729 | 91. Golden State Co., Ltd 8.899 
seeks man or woman staff member. direct mail advertisements, Univer- 28. Continental Baking Co... 502,964| 92. Bathasweet Corp. 7,683 
Good writer, general experience re-|sity graduate, deft. 4F, married,| 29, pacific Coast Borax Co... 500,475 | 93. Northern Pump Co....... 6,709 
quired. Knowledge food, women’s| printing and agency experience. - 30, Prudential Insurance Co.. 489,419] 94. Republican State Committee 
interests helpful. Pay commensurate | Box 3916, ADVERTISING AGE, Chgo.| 31, U. Ss. Tobacco Co.......... 466,707 UU, Qt ape 6,048 
ability, experience. Hard work but Advertising Display Space Salesman—| ‘2. California Fruit Growers. 457,223 | 95. Chamberlain Laboratories... 5,865 
oppe rtunity for advancement. Please Many years of experience — College| 33. General Motors Corp..... 433,741 96. Nesbitt Fruit Products, Inc. 5,833 
write fully, stating experience, quali- | graduate—Draft exempt, understands| 34. P. Lorillard Co........... 406,599 | 97. Seaside Oil Co............. 5,275 
fic ations, age, religion, draft status, trade papers from A to Z. 36. United Fruit Co......... ‘ 386,378 ly ee ee ee aw 4,554 
salary needs, ete. . _ ., | Box 3917, ADVERTISING AGE, Chgo.| #6. Armstrong Cork Co...... STR Seb Bes Be Bs BGs cecnnsesees 4,498 
Box 3927, ADVERTISING AGE, N. Y. : AGENCY OR RADIO 37. B. T. Babbitt, Inc...... ; 323,799 | 100. Calif. Federation of Labor. 4,466 

Research Man representative, merchandising minded, 38. International Silver Co... 250,318 101. Committee Re-election of - 

We want man with good scientific) to utilize service of qualified Sales S98. Johnson Ss Johnson........ 346,328 102 PS ea ~i th fala Aelia 3.368 
training and experience who can in-| promotion-Merchandising Man, pres-| 4% Parker Pen Co............. teed bey a rang on = ht ll saat 
crease his usefulness to an advertis-| ently producing results for major 41. Bowey 8, BRO savess sees . 211,142 03. 3 assac husetts Democratic a 
ing agency. He will assist present| network affiliate. Aged 28, family.| 42 Com Products Refining Co. 201,172 ee sesesss y+} 
research director. Position offers| Available immediately for eastern oo. Custse Candy Set etas aves 196,38% oo —— oe yo a - ag aaa 
equitable salary and broadest oppor-| connection — preferably New York, = Wales wane reer “Shades ppb _ wy od ae "4 1.82 
tunity for useful research and per-| New England. 5. Welc jrape Juice Co..... 72,16 ns BON. «es sees 827 
sonal growth. Applicant must have| Box 3915, ADVERTISING AGE, N. Y. 46. Ford Motor Co..... jevsenves 160,370 | 106. Massachusetts Republican ‘ 
successful experience. State educa- . aan ' 47, Pillsbury Flour Mills Co 140,931 - State age ge peesas = 1,820 
, , ~— ate -« 48. American Oil Co........... 125,714 7. Committee for Furtherance 

oD Bg te nee, personal data, and ry weeny ag Swesten interna- 49. Lewis-Howe Co........... 121,941 of Democratic Principles 

“ y ‘he op tionally nown, Ww 1 previous 50. Los Angeles Soap Co....... 118,429 ee taxed cdhentenéad 800 

Box 3920, ADV BR EISING AG E, ( hgo. newspaper and selling experi- 51. Philco NE nie ls eens 111,060 108. Citizens Rights Committee 624 
COPYWRITER ence. I hold a top executive 52. Planters Nut & Choc. Co... 101,184 |109. Kenny for Attorney General 1,624 
The man we want is probably now job now and can keep it as 53. Magazine Repeating Razor 110. Eagle Oil & Refining Co... 1,490 
employed. In his present connection long as I wish but am not in- eS anni osc Ea 97,458 |111. Independent Citizens Com- 
he may have gone about as far as pos- terested in “ruts.” Will not 54. International Cellucotton mittee—N. Y. .......00 1,178 
sible or ne er 2 Soe a> tee vee EO just any place and salary I, 72,864 |112. Gano Culwell for Governor 812 
tled ae with the same | emis is highly important. I believe 55. Armour @ Co........06005: 65,934|113. Scudder Food Products.... 608 
and proc uc ts. ‘ rt . ae : 1 I'd answer this ad if I had an 56. Continental Radio & Tele- 114. Hollywood Democratic Com- 

We w ant a man W ho can ¢ “ ate an agency or publication. vision Corp. ........... 60,570 mittee for Gov. Olson... 406 
ea a Sarg a ML lg Fa ‘ : — decline —— Su Wa. Sh Sees eee 60,088 )115. Public Health League..... 406 
erie Bg gy A W one who has had Box 3918, ADVERTISING AGE, Chgo, 58. Thomas J. Lipton, Ine..... 59,640 /)116. Earl Warren Committee... 406 
poeta sxperianes on food copy though 59. Sunnyvale Packing Co..... 58,344 /117. Robt. Bushwell, Attorney , 
that is not imperative A man who ADVERTISING and SALES 60. Macfadden Publications.... 55,818 General, Maas. ...0000.. 370 
a : wate . ' SXECU" ‘EK nc 3 Mier Co.... 54,5 118. Warren for Governor Com.. 305 
as ‘ > nsive experience and a EXECUTIV EK 61 Cc. 3 Mueller GES Rah 54,509 ; 1 
a A Bee will find an| With background of eighteen years| 62. Lockheed Aircraft Corp.... 54,072 |119. Breakfast Club Coffee...... 188 
excellent opportunity in leading ad- experience including Advertising,| 63. Elgin National Watch Co.. 48,212|120. Committee for State Im- 
vertising agency at a salary commen-| Sales Organizing and Management,| 64. General Petroleum Co...... 46,164 provement—Mass. ...... 154 
surate with his capacity. ‘All inquir- Writing, Merchandising, Surveys and| 65. General Cigar Co.......... 44,746 _ 
ies will be treated in strictest confi- | Market Analysis. Now noldine ree) 66. Lemor Lt@. .ccinccaccceces 44,506 Greed TO sc owssvssaseces $45,593,125 
dence and returned if requested. sponsible eks new con- 
sox 3929, ADVERTISING AGE, Chgo, | nection with Manufacturer, Publisher MUTUAL NETWORK BILLINGS BY CLIENTS 
E “<8 A A 38, 4H, Married 

rency. ze ,» Married. . * 
Contact man wanted by a leading na-| (onial personality, ; In Order of Their Expenditure 
tional advertising agency. Experience) ({°t. : ar In ES TAT ‘kh Cho : page ; “gor ° . 
must include ability to keep schedules Box 3924, ADVERTISING AGE, Chgo, Bayuk Cigars, INC... 6s eee ee eee $ 973,072)D. L. & W. See 64,368 
organized, get proofs and budgets| Young lady—S years advertising ex- Gospel Broadcasting Ass'n 929,698 | Howard Clothes, Inc... 9,634 
ok'd, and familiarity with basic| perience. Supervisor & Sec’y. for Art | Coca- ola Ck asekeoss feteeeees 642,984 | People’s Church, Inc.. 56,870 
agency functions such as art, produc-| Dept. Ass’t. to Prod. Mgr. and Head | Gillette Safety Razor Co........ 604,676 | Marrew’'s TRG... oc ceccccccctccess 40,108 
tion, ete. Write, giving history, photo,| of Traffic. Pee ee eee 540,371 | Hecker Products Corp 39, 97 
salary. Box 3921, ADVERTISING AGE, Chgo.|Pharmaco, Inc. ............... 447,057 | Benson & Hedges........... 35,101 
Box 3930, ADVERTISING AGE, Chgo. “VERSATILE” General Cigar Co... ccsccsecssss 448,087 | Riggio Tobacco Corp....... 29,730 
; " i < re Advertising A t Director with broad i Me CNOD,. BGii cece cesweee 438,916 | Wesley Radio League...... 18,065 
_— POSITIONS WANTED om hte Gachaveund in finest ad Voice of Prophecy, Inc......... 408,236 | Gotham Silk Hosiery Co......... 24,439 
CARTOONIST, ARTIST, 23 yrs. expe- we tb a and yrinting organizations PN Cr 640bG 6s 0b vhs steeds «es NSS. FOS 1 Paket MAIS CG... oc ccaccccscsscss 19,326 
rience. At present and for 6 yrs. with]!, An S § “ I dy > m Whitehall Pharmacal Co........ 321,712 | Lumbermen’s Mutual Cas. Co... 17,431 
. 4 in New York and Chicago. Knowledge - +g haee oa Aeatiag : . pt 
Govt. Desire job as cartoonist. Proofs f many phases of Advertising, Mer- | Richfield Oil Corp. of N. Y..... 04,739 | Eplohart Bree. .occccescccccsecs 13,674 
& details gladly mailed. oh han = Ma "aan Sa le ° Promotion ee Co dées ce eine eee 277,925 | American Bird Products, In 9,386 
2 TE SING 1E, C ene wee 6S we see. tk zy Pe ’s C ; e Standard Oil Co, of N. J....... 7,368 
30x 3923, ADVERTISING AGE, Chgo. Available to forward-looking organi- vane People’s Church of th ——. rd oO. 0 1.808 
On-the-way-up, young advertising| zation where ideas, talent, unique cian aalemate fusion shctheds Pep a 2 Me 6 362 
manager of small advy.-sales promo-| sales ability—plus pronounced apti- Staadard tbo ra a cane ase fe Copper Co.... 887 
tion dept. of national manufacturer) tude for “getting along with people” 1 “ a “Ol ; ~~ Pe eh cue. 170,392 Patamotnt "Pleteres ord 5004 
will change for better opportunity, are appreciated. Useful to Agency,|70)\), producta sat ae Sneek dibecsing of Wenanabern 964 
preferably agency. Handles dealer,| Publisher or Manufacturer in creative P “ee . He MOTE seceeess oa8 ont The Bullard Co 4+ 
national adv. Writes direct-mail pro-|or executive capacity. Investigate Scheniey om aaa 111.666] Worumbo Mfg. Co... 1972 
grams. Edits house organ, sales bul-| this man now if you have a “tough” |> a es 2 ae isheaih Sake & teak Ge... ... 1315 
letins. Creates selling aids. Out-| problem to solve. See STOO Besse ees geese: vo i saakiinn diet a teak te. "one 
standing record. College, family, 3A,| Box 3922, ADVERTISING AGE, Chgo. | Studebaker Corp. | ...... 0... siicdie tala... 761,729 
98 R00 ) Class. . socally Sponsored .......... 761,729 
Box 3919, ADVERTISING AGE, Chego. BUSINESS OPPORTUNITY Campana Bales Co. EE ai 95,754 aa roe 
- — : = COMtl FFOGRGS ENC. sc svcccsse OTR) wccccccccccccsecescecs 9,636,122 
ADVERTISING EXECUTIVE INDUSTRIAL oa Srecwee one — 
With unusual experience as adv. mer. aide ale ADVERTISING AGENCIES: CBS GROSS BILLINGS 1942 
and acct. exec. on food, drug and WANTED 
other products. Has valuable fund of | By long established publisher capable Listed According to Total CBS Time Expenditures 
advertisin ideas and research on/of nursing “present - hard - - paper . — ; erry , ‘ ; . na 
products * valuable contacts among| until better days come. Probably us- | Young & Rubic 0 ne $ 5,674,501 |Smith & Drum............... 16,164 
manufacturers and with trade De-|ing present personnel. Address in| Ruthrauff & Ryan... cess eeees 5,101,813 | Federal Advertising Age ney 44,746 
ag, , strictes confidence yersonally or |J. Walter Thompson Co,.... 3,206,386 | Westco Advertising Agency 6,612 
sires agency, manufacturer or publi-| strictest nfidenc per } . : 
, tion connection | through your broker 7s Gale: ee . ete 741) Franklin Bruck Co.. 1,916 
rn. 9008 rR aING °K. Che © 3928, "E SING +E, N. Y ar neelock Co........ 2,426,578 | Glasser-Gailey & Co 1,446 
lox 2926 IVERTISING AGE, Chgo.! Box 3928, ADVERTISING AGE, N. Y. ew een 4 ila alley : , 
Box 3 5, ADVERTI + AG g The eee 1,950,838 | Brooks Advertising Agency 0 888 
; ompten pevertining ret | Brisacher, Davis & Staff 0,196 
sore « 1omas eee . ) - 
: s ene ore | Menyon & Eckhardt. 28,026 
Stege, Greig to FC4&B Fo wler Named to Head angel cop gg “= ergs} | Long Advertising Service 15,560 
A — li 48 ; Powccces tad, | om “ . . —_ 
Benton & Bowles 1,597,846 | Tomaschke-Elliott, Ine 15,273 

George R. Stege Jr. and James Creative Advertising Ted Bates, ye 11544483 Marschalk & Pratt.. 13,620 
Greig have joined the Chicago of- Lawrence H. Fowler, formerly Newell-Emmett Co Bai 1.472.639 | Morse International 12.827 
fice of Foote, Cone & Belding. Mr. catalog advertising manager, has mp renggt to eenggy 1,345,321 | maser, pete & evens 12.36 
4 : ee env. | TV atten, arton, Lrurstine & tillhar dvertising Agen 1 926 
Stege was with Lord & Thomas sev-| been promoted to the newly-created | “Goch, sti iain c. ae 
eral years ago, and more recently | post of creative advertising man-| Buchanan & Co 939,149 | H. M. Kiesewetter Adv. Agency an 
with Liberty. Mr. Greig was for-|ager of Butler Brothers, Chicago. Aer & Bgas, ine.- 898,484 | Cary-Ainsworth, Inc 8 
merly in the sales promotion de-| Carl Hertzberg, formerly in charge eng can Adee ; vs ah. “ ag < A nyo 5 
partment of Frankfort Distilleries | of special advertising, has been ad-| Maxon, In $32,606|Atherton & Currier 49% 
and prior to that, on the staff of the | vanced to assistant creative adver- re yer Orenen & Newell 663,846 Jon ph Aurrecoechea Adv. Agcy 166 
—_ ° ee aaah Sherman & arquette 651,741 larry M. Frost Co S45 
Chicago Herald-American, tising manager. aeur Aikeemtiatne @e 06.729 | Ewing C. Kelly, Advertising +t 

| —— Arthur Kudner, In 166,707 | John W. Queen..... 2,190 
° ° Campbell-Ewald Co 433.741 | Milton Weinberg Adv. Co 1.91 
To Horton-Noyes Promotion for Priaulx CL. Miller Co Tael¥. a rine 1,914 

Horton-Noyes Company, Provi-| C. Nicholas Priaulx, treasurer of | 2U¢® JONES coon cee seen oot sad llemens te 1,626 
; . . : ve reat ‘ MOT RE 0 ~-94,9580 renera dve ising ger 10 
dence, R. I., has been appointed to | Station WMCA, New York, since the | sorensen & Co 211.142 | Leighton & Nelson ett 
handle advertising for the small|station was purchased two years gpg only & Waltan 180,773 | Arthur Cooksey ... ‘1 

Sool alt : a astor & Sons ay ‘o 172,166 1C tre é Ss it ‘ ame PTT 
arms division and electrical division| ago by E. J. Noble, has been ap-|jyj.05) Kate co . thet bag Swan Sav. Agency 
of Colt’s Patent Fire Arms Mfg.| pointed general manager. Charles | Roche, Williams & Cunnyne! 21,941| Dana Jones Cx sae 
Company, Hartford, Conn. The Stark, sales manager, has been pro- _o - a . Il Associates 111,060 | Euge F. Rouse & ¢ 4 
ageney will continue to handle the|moted to vice-president in charge | js.) Wa... « gre bee 9 ne BOS . 
Autosan machine division of Colt’s. of sales. Cruttenger & Ege 60.570 Agencs , 

Russel M. Seeds Co.......cccccs 54,009 
= J. D. Tarcher & Co 49,08 Grand Total .. $4 The 
WANTED TO BUY In Order of Expenditures 
Ivey & Ellington 1.305.503 Pierce Ine 7 
Blackett-Samy Hummert 1,195,822 Ruthrauit & Rya I 1,064 
PUBLICATION OR BOOK PUBLISHING HOUSE jin a 1'064,935 | Redfield-Johnstone, 1 ott 
Erwin, Wasey & Co Ine 718.208 — Ru feos . I > 
D'Arcy Advertisin ( Ir 642,984 MacFarland Av ird & ¢ ‘ 9 
We have a client with modest capital who is desirous of Maxon, In: “i 604,670 | Duane Jones Comon 
h J. Walter Thompson $48,087 |M. H. Hackett. I: ; 
purchasing a publication or book publishing house. William Esty & Co 147.067 |Grady & Waaner ¢ “prot 
Please write at once giving complete details. Strict con- | a a ae oe re eee arenes”: ».32¢ 
‘ arker and Associates 242.8 | Young ¢ tubicam, Ir ] ‘ 
fidence assured. Address: | Kelly, Zahrndt & Kelly, In« 175,936 | Weston-Barnett, In «++ 
| Kenyon & Eckhardt, Ir 171,8¢ Mars ilk & } » 9 7 
EVANS ASSOCIATES, INC Campbell-Mithun, Ini 170,392 | HB. Humphrey | 
‘ ° G. C. Hoskin & Associates 165,422 | Bucha & ! 5.004 
307 North Michigan Avenue Chicago, Illinois a 128,076 | Clarence Juneau Agencies 
' Roche, Williams & Cunnyngham, Sweeney & James ( ! 
BRO. ccess 112,510 | Direct 10 . 
William H. Weintraub & Co 111,666 | Locally Sponsors at 9 
Aubrey, Moore & Wallace, In 95,754 
Bermingham, Castleman & Total $ 98 1 
. t - 


CBS INDUSTRY CLASSIFICATION 


Automotive ... ; ...$ 1,197,150 


Building Materials 854,538 
Cigars, Cigarets, Tobacco . : 6,468,732 
Clothing & Dry Goods . 624,484 
Confectionery & Soft Drinks... 3,196,937 
Drugs & Toilet Goods -«+ 10,301,665 
Financial & Insurance és 489,419 
Food & Food Beverages 12,887,697 
House Furniture & Furnishings. 372,308 
Jewelry & Silverware.... van 298,530 
Lubricants & Fuel ere tT er 1,705,435 
Machinery Tr : oe 6,709 


Radios, Phonogrs aphs & Musical 


Instruments 


Soaps & Household Supplies... 5,215,229 
Stationery & Publishers... .... 938,098 
Shoes & Leather Goods......... 2,799 
Sports & Aircraft........ aan 54,072 
Miscellaneous ...... ae — , 42,054 
PORRONOE ocd peer cccnnssessevaess 30,979 
Grand Tetal ..cccecsces . $45, 593, 125 


Appley Appointed 
to Manpower Post 


Lawrence A. Appley, vice-presi- 
dent of Vick Chemical Company, 
has been named executive director 
of the War Manpower Commission, 
and under the recently-instituted 
reorganization plan of WMC will 
have complete administrative au- 
thority over staff services, planning 
and operations. 

Mr. Appley joined the commis- 
sion Dec. 30 and previously had 
served as special assistant to the 
Secretary of War. Before joining 
Vick, he spent 11 years with So- 
cony-Vacuum Oil Company as edu- 
cational director. At present he is 
vice - president of the American 
Management Association. 


PRINTING 


This Advertisement 


is dedicated to the man who 
feels that there must be a 
better way...somewhere ... to 
handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
agencies to obtain the finest 
ad-setting, engraving and print- 
ing—all under ONE roof. Why 
send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly:makes it imperative that 
the responsibility be placed in 
one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 


r many years Gift and Art Galleries 

’ D. Peacock hes Silver ‘Plated Teaette 
used FAITHORN . 

3-in-1 complete 
service. You, too, 
y its 
many advantages. 


In now en 


C. D. PEACOCK 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


Private Lines 


Look for a huge volume of private 
promotional activity explaining the 
point rationing system to consum- 
ers. Heinz is reported planning to 
devote the first 13 weeks of its “In- 
formation Please’ sponsorship to 
point rationing, plus a $500,000 
newspaper campaign, while Camp- 
bell Soup and California Packing 
Corporation are among others work- 
ing up informative copy on this 
subject. 


a ba us 


Print order for the January 
Reader’s Digest was slightly over 
10,000,000—9,000,000 American edi- 
tion; 700,000 for Spanish edition; 
350,000 Portuguese. In the works 
are three other foreign editions: 
Swedish, Turkish and French. As 
a result of paper rationing, the 
Digest this week advised subscrip- 
tion salesmen, newsstand copies will 
be cut sharply, subscribers will be 
cut off immediately on expiration, 
reduced-rate introductory offers will 
be discontinued, and “we may reach 
a point where we cannot guarantee 
to reinstate any subscription which 
has been permitted to lapse.” 


The announcement that Lord & 
Thomas billing ran between $25,- 
000,060 and $30,000,000 for the past 
several years, made at the time the 
agency was liquidated, created con- 
siderable speculation as to how the 
leading advertising agencies rank in 
billing. The figures are closely 
guarded secrets, and it has been 
possible to get exact statistics only 
in the radio network field, where 
Blackett-Sample-Hummert has been 
the leader for a number of years. 

Informed opinion places the fol- 
lowing agencies in the $20,000,000 
and up group, not necessarily in 
order of volume: J. Walter Thomp- 
son Company, Batten, Barton, Dur- 
stine & Osborn, Young & Rubicam, 
Foote, Cone & Belding and Blackett- 
Sample-Hummert. Others there or 


THERE'S NOT 
ANOTHER 
LIKE IT! 


7 The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 


foremost selling medium. 


DIRECT KITE T2 AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 


Member of NBC.and New England 
Regional Network 


Represented by: WEED & COMPANY 


New York, Boston, Chicago, Detroit, Son 
Francisco and Hollywood 


thereabouts are presumed to include 
N. W. Ayer & Son, Ruthrauff & 
Ryan and Benton & Bowles. Camp- 
bell-Ewald is ordinarily in this 
group, but loss of automotive billing 
since the beginning of the war has 
probably pushed its volume down 
below that of the first six or seven. 

JWT, incidentally, is believed by 
insiders to have had the largest 
billing in its history in 1942. 

* * * 


Some advertising agencies are 
already running into a situation 
where, because of limitations on 
advertising volume established by 
leading magazines, they have orders 
for space which they are unable to 
place. This is particularly true of 
agencies handling large industrial 
accounts, many of which are ex- 
panding their appropriations to take 
care of public relations activities. 
Just what will happen to the busi- 
ness which has been offered to cer- 
tain leading magazines, but not 
accepted on account of space limi- 
tations, has not been decided. It 
might result in larger orders to 
industrial publications, provided the 
latter can handle the additional 
business, or it might go into other 
magazines than those originally 
chosen, or into newspapers in key 
cities. 

aE ca co 

There is a growing recognition in 
government of the need for sound 
research. The latest straw in the 
wind is the resolution introduced 
in the House by Rep. Everett M. 
Dirksen of Illinois, asking for ad- 
ditional research personnel for 
Congressional committees. The ad- 
dition of skilled staff research men 
would do much to speed committee 
work, as well as step up accuracy. 

cs cs * 

Marketing men could stand to 
keep a close watch on what’s going 
on over in the War Manpower Com- 
mission. 
capacity as director of 
Health and Welfare Services, an- 
nounced grants last week to the de- 
partments of education of Alabama 
and Ohio to help carry out state 
plans for developing child-care pro- 
grams for the children of working 
mothers. Mr. McNutt, as manpower 


mission’s longing for more women 
in industry, and official predictions 
place the number of women in war 
work at the end of 1943 at triple 
the number now employed. 


WPAT Changes Hands 


Control of Station WPAT, Pater- 
son, N. J., will be transferred to 
Donald Flamm of Station WMCA, 
New York, pending approval of 
FCC. The FCC has announced that 
the application for transfer of 50% 
of the station’s stock from Frank B. 
Falkner, chief engineer of WBBM, 
Chicago, and Rex Schepp, manager 
of WIRE, Indianapolis, to Mr. 
Flamm has been received and re- 
| armen for revision. The remainder 
_of stock in the station is owned by 
|Lt. James Cosman, USNR, radio 
|equipment sales manager for the 
Federal Tube Division of Interna- 
|tional Telephone and Telegraph 
Company. 


Free & Peters 
Adds Two to Staff 


David G. Jones, formerly busi- 
ness manager of WLAW, Lawrence, 
Mass., has joined the New 
office of Free & Peters, and Jones 
Scovern, for the past four years 
sales representative for 
KSD, St. Louis, will join the New 
York staff on Feb. 1. 

Robert Buechner has _ resigned 
from Free & Peters to join N. W. 
Ayer & Son, New York, as an ac- 


| count executive. 


| Gleason Leaves CBS 
for OWI Overseas Post 


| Ralph J. Gleason, trade news edi- 
tor of the Columbia Broadcasting 


System, has resigned to join the| 
| Office of War Information, overseas | 


branch, as a field representative, 
Jan. 25. Prior to joining CBS in 
|1941, Mr. Gleason was with Print- 
jer’s Ink and J. Stirling Getchell, 
Inc. 

Mel Spiegel of the CBS publicity 
department will succeed him. 


Paul V. McNutt, in his! 
Defense | 


chief, makes no secret of the com-| 


York | 


Station | 
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Sterling Products 
Renews 4 Shows 
on NBC Network 


New York, Jan. 21.— Sterling 
Products has renewed “The Ameri- 
can Album of Familiar Music,” fea- 
turing Frank Munn, tenor, on 72 
NEC stations, effective Jan. 31. The 
program for Bayer aspirin is aired 
Sundays, 9:30 to 10 p. m., EWT. 
“Waltz Time” has been renewed for 
Phillips milk of magnesia over 74 
NBC stations, Fridays, from 9 to 
9:30 p. m., EWT, while Molle shav- 
ing cream will be promoted by 
“Battle of the Sexes,” featuring 
Walter O’Keefe, on 55 NBC sta- 
tions, Tuesdays, 9 to 9:30, EWT. 

Blackett-Sample-Hummert, Chi- 
cago, is the agency for Bayer and 
Phillips, and Young & Rubicam 
handles the Molle account. 


Carter Renews 


Carter Products, Inc., has renewed 
the “Inner Sanctum Mystery” pro- 
gram on 53 Blue Network stations, 
Sundays from 8:30 to 9 p. m., EWT, 
with a recorded repeat on 12 Pacific 
Coast stations, Sundays at 6:30 
p. m., for Arrid. Small & Seiffer, 
Inc., is the agency. 


Winchell Returns 


Walter Winchell has returned to 
the “Jergens Journal,” following a 
special assignment in South America 
with the United States Navy. The 
program, sponsored by Andrew Jer- 
gens Company, is aired from Sta- 
tion WKAT, Miami Beach, Sundays, 
from 9 to 9:15 p. m., EWT, on 110 
Blue stations. During Winchell’s 
absence, H. R. Baukhage, John Gun- 
ther and Robert St. John substi- 
tuted with “Three-Thirds of the 
News.” 


Launches New Serial 


Procter & Gamble will test a new 
15-minute, five-day-a-week serial 
entitled “A Woman of America,” for 
Ivory Snow over an NBC network 
of 15 eastern stations starting Jan. 
25 at 10:45 a. m., EWT. Benton & 
Bowles is the agency. 


Sun Oil Renews 


Sun Oil Company, Philadelphia, 
has renewed Lowell Thomas and his 
newscast on the Blue Network, 
effective Jan. 25. The program is 


6:45 to 7 p. m., EWT, on 23 stations. 
Roche, Williams & Cunnyngham is 
the agency. 


New Show for Coca-Cola 


Coca-Cola Company, Atlanta, in 
cooperation with Coca-Cola _ bot- 
tlers throughout the country will 
inaugurate an afternoon radio show 
entitled “Songs by Morton Downey” 
on the Blue Network, Feb. 8. The 
15-minute program, which will be 
aired Monday through Friday at 3 
p. m., EWT, also features Raymond 
Paige and his orchestra. The pro- 
gram originates in New York. 

Two closed circuit talks have 
presented an outline of the program 
to Blue affiliates, and explained 
arrangement for sponsorship, with 
Coca-Cola responsible for produc- 
tion and talent, and bottlers for the 
time. 


ODT Provides Joint 


Action Plan for Trucks 


The Office of Defense Transporta- 
tion has published a sample joint 
action plan to assist over-the-road 
common carriers and contract car- 
riers in drawing up similar plans 
for truck tire conservation. 

Consolidating over-the-road op- 
|erations is prohibited unless the 
joint action has specific ODT and 
Department of Justice approval. 
|The plan was worked out with of- 
ficials of the American Trucking 
Associations, and at present is ap- 
| plicable to trucking companies only. 


Mitchell Made V. P. 


C. W. Mitchell, connected with 
_ the New York office of the Branham 
|Company, publishers’ representa- 
tive, for many years, has been made 
a vice-president of that organiza- 
tion. 


aired Monday through Friday from | 


JANUARY CANADIAN MAGAZINE LINAGE 


———1945-——, m——194 
Pages Lines Pages 

SEGRE TOUS SOMTMES 20 cccccanccvescsccies 21.5 14,639 13.1 
1*Canadian Homes & Gardens ............60.5 c<~ sehen : 
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*Figures furnished by publisher. 
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iJanuary and February issues combined. 
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CBS Appeal Brief 
Says FCC Violates 
First Amendment 


Washington, D. C., Jan. 20.—The 
Columbia Broadcasting System 
charged that the Federal Communi- 
cations Commission had over- 
stepped its regulatory powers in is- 
suing its so-called monopoly regula- 
tions, in an appeal brief filed with 
the Supreme Court this week. 

The court is expected to hear 
arguments in the CBS and NBC 
appeals from the New York United 
States district court decree uphold- 
ing the FCC, between Feb. 10 and 
12, depending upon disposition of 
other cases on the high court’s cal- 
endar. 

Arguments on which CBS will 
base its case are: 

1. The commission’s regulations 
are beyond its regulatory power. 

2. The commission has no au- 
thority to deny license renewals to 
network affiliates because it deems 
their affiliation contracts restrictive 
of competition. 

3. The commission has no au- 
thority to deny licenses to network- 
operated stations deemed by it to be 
in an unduly favorable competitive 
position. 

4. Even if the above powers are 
within its authority, the commis- 
sion erred in interpreting its power 
and duty in promoting a new kind 
of competition in the broadcasting 
industry. 

5. The communications act itself 
would be unconstitutional if con- 
strued to authorize these regulations 
because of invalid delegation of 
legislative power, and violation of 
the first amendment’s guarantees of 
freedom of speech and the press. 

6. The regulations are arbitrary 
and capricious. 

The 104-page brief held that reg- 
ulations would destroy the present 
networks as joint enterprises and 
compel a situation making every 
program available to every station, 
leaving nothing to be termed an affi- 
liation contract. 


Cramer-Krasselt Adds 
Quinn, New Account 
Frank T. Quinn, formerly with 


Lord & Thomas, has joined the copy | 


staff of Cramer-Krasselt Company, 
Milwaukee. 

The agency has been appointed 
to handle the advertising of She- 
boygan Chair Company, Sheboygan, 
Wis. Business and class publica- 
tions and general magazines will be 
used. 


FCC Approves 


Transfer for WOW 


The application for the transfer of | 


Radio Station WOW, Omaha, from 
the Woodmen of the World Life 
Insurance Society to Radio Station 
WOW, Inc., has been approved by 
the Federal Communications Com- 
mission. The transfer was opposed 
by one bloc of original stockhold- 
ers, and at least one suit has been 
filed by a disgruntled stockholder 


asking that the society be enjoined | 


from transferring the control of the 
station. 

Under terms filed with FCC, the 
society leased all assets and the 
license of WOW to the new com- 
pany. The lease is for 15 years’ 
duration, and provides for a monthly 
rental of $8,166 for the first three 


years and $5,680 per month for the | 


remaining 12 years. 


|ment constitutes a real public serv- 


Electric ‘Trading 

Post’ Features 

Utility's Program 
(Picture on Page 31) 


Washington, D. C., Jan. 20~— 
Typifying the public service adver- 
tising which many utilities have 
begun to use effectively, Potomac 
Electric Power Company will begin 
a 15-minute, six-times-weekly radi 
program next week. The program, 
to be aired over WJSV, CBS Wash- 
ington outlet, features a three-way 
appeal to housewives: A digest of 
latest rationing news, an electrical! 
equipment “trading post,” and nu- 
trition and meal-planning sugges- 
tions. 

Elinor Lee, WJSV_ director of 
women’s programs, will be featured 
on the show. On the electrical 
trading post listeners having extr: 
electrical equipment which they 
would like to sell are invited to list 
it with Mrs. Lee; at the same time 
persons needing electrical equip- 
ment are invited to send in their 
names and needs. 

A special staff at the power com- 
pany will correlate information on 
the two lists, and the names of 
available sources will be supplied t 
those seeking equipment. Since 
most new electric appliances ars 
now off the market, the setting u; 
of a clearing house for used equip 


ice, to 
thinking. 

Tying in with the program will 
be a series of announcement adver- 
tisements in Washington newspa- 
pers, and newspaper advertising 
will be used from time to time 
Stuffers, counter cards, special 
menus and booklets will also be 
used. Working with Mrs. Lee will 
be Mary Turner, head of the utility 
company’s home service division 
Henry J. Kaufman, Advertising, is 
the agency. 


Williams Advanced 


Thomas J. Williams, formerly fac- 
tory superintendent of Colgate- 
Palmolive-Peet Company, Toronto, 
has been elected vice-president of 
the company. 


the advertiser’s way of 


Collins, Miller & Hutchings 


Photo-engravers in Chicago 


207 North Michigan Avenve 
Franklin 5854 


Ra. | ee Fe Ja 
i ag A — — = erences ~ a ———— — - 
Rie | 
i 
3, 
se | 
OF RIE RE SS NR EE RES LLREEIREREES RR!S S RRR RRREEY RRR 
- ee 
seca 
| 
‘ Pe 
— 
Riis | " ioe 
| | ae 
| a ee 
. , ‘ 
ne : 
Se ; 
ae eee as 
— | 
ee 
pee ae ; 
ie idl 
; ee 
x ee 
ae F a 
a 
y 
; ———— 
eile a —_ 
cae 
Sree opie nie — - 
palie PO | ase | 106. 
te 
ao 1. oe 
Se aa ee 
a oe ) 
cl re 
af | 
: iS od 
es ie a . 
* a 
ee ee oth 
Pike eS 
eS ° hd 
A Fs ee ; gay : ’ k fe nee. : “ - ; * ¢ ; ie ae q . — \ 4 ? eg = a * 0 se gemge  s LS. ee ‘ $ aay i, “yf * ; 7 pe a 
ae ste ‘ ; ns Pi oe a ips x "4 vr ‘ “ - ne ‘ ~ . ae 7 We age a ig ae? 


943 


20.— 
iver. 
have 
omar 
begin 
radix 
ram, 
J ash- 
-Wwa) 
st of 
trical 
| nu- 
Bges- 


r of 
tured 
trical 
extra 
they 
oO list 
time 
quip- 
thei: 


com- 
in on 
Ps of 
ed t 
Since 
; are 
ig ul 
quip 
serv- 


y of 


will 
dver- 
Vspa- 
tising 
time 
ec ial 
0 be 
» will 
tility 
ision 


ig, is 


ne 


ADVERTISING AGE 
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HOTOGRAPHIC 


OF THE WEEK 


FOR TOOL CARE 


HELPING KEEP UP THE MORALE 


Bs REPORT ALL PLANES 


w lat @ Ary 
° 
rf 


be replaced if production is to continue. 
Today, it takes as much as six months to 


obtuin tee! replacements. 


Shown above is the first of a series of 
three-color posters designed to reduce 
tool breakage through the education of 
workers who use them. Genesee Tool 


The Army's aircraft warning service asked for a batch of reprints of this natural 

color photograph used by Hawaiian Pineapple Co. as an illustration for the Co., Fenton, Mich., is supplying these 

February page of its Dole calendar, semi-annually released to brokers and others posters to users of its Tomahawk cutting 
in the trade. An actual observation post was used for the shot. tools. 


LOOKS TOWARD THE NEW WORLD TREASURY-APPROVED 


New VVortp 
co TEE ip toe 


rot 


The Vi SION (0 build a 


on = ete 
- ~_ - an. 


THE AUSTIN COMPANY r-J8) 
Ortremetes CNG HEOET Awe BulLotes P , 


ee ee 


eee ee en ee 


The Treasury Department has approved 
this boutonniere, issued by the National 
Father's Day Committee for wear during 
Father Month, May 20-June 20, to pub- 
licize the war bond drive of that month. 
The lapel piece is composed of the of- 
ficial red rose and blue ribbon of Fa- 
ther's Day on a background of war 
saving stamps. 


The first of a series scheduled by the Austin Co., Cleveland, in Time and Time— 

Air Express Edition, each featuring the opportunities, resources and needs of a 

selected country, this advertisement about China won high praise from Raymond 

Clapper in his syndicated column. In commenting on the copy, he said, "When 

| look over some of the commercial advertising that is appearing now | get 

the idea that the people who inspire it are thinking quite a bit ahead of our 
politicians.” 


LAUNCH NEW SPARKIES' PILOT MASCOT CAMPAIGN 


BOYS £GIRIS! BE GOOD LUCK MASCOT FOR AN ARMY PILOT 


YOU CAN HAVE YOUR PERSONALLY SIGNED ‘GOOD LUCK” MESSAGE RIDE WITH THE PILOT 
OF A REAL NORTH AMERICAN B25 BOMBER AS HE FLIES TO BLAST THE JAPS AND NAZIS! 
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Amazing Offer Made to Help Seli War Stamps and Win f 
New Friends for Delcvous Breakiast | oods Shot From Gans 


B 


QUAKER PUFFED WHEAT SPARKJES-QUAKER PUFFED RICE SPARKIES 


Comic sections of Sunday papers and radio will be used to promote a new Quaker Oats Co. “deal” which effectively 
inks its Sparkies breakfast foods, war stamp purchases by boys and girls, and army bomber pilots. (Story on Page 21.) 


REVIEW 


AT 'CONFERENCE BY WIRE' 


An NBC closed circuit provided the means for a wartime conference for S. C. 
Johnson & Son, Racine, Wis., Jan. 9, “attended” by executives, division managers 
and salesmen throughout the U.S. In the Chicago group are (left to right) 
Jack Hurley, division sales manager, William N. Connolly, advertising manager, 
and John R. Ramsey, general manager; John J. Louis, vice-president, Needham, 
Louis & Brorby, the agency; P. M. Peterson, vice-president and gemeral sales 
manager, and James Barrett, Meredith Bruce and Walter Bridgeman, divisional 
sales managers. 


AXTON-FISHER TELLS WHEN 


ere’s a time to 
SWITCH 70 SPUOS/ 


EVBRY SMOKER KNOWS theres nothing lhe « 
change’ Aod share are rimes when aorhiag file rhe be! 
lake Spud Lmperish! Fur Spucs ste Mphely menshalamt 
by an @achusive prowess thet meens torodeh, setreshing 
cooinets in every pull. They re made with « moiare 
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femaning age that adds 9 Thateng econ hammer 
to your smoke And lak, they give pou the full pleas 
ang favor of bne vhmage cobaccos, Wher more could 
you ash of aay cigarere? Try a pack of Spruds somghe 
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- ME ANTON FISHER TOBACCO CO. 1 HOUSE OF TRADITION, LOUISVILLE &Y 


This is the opening copy of a new campaign illustrating the exact time when 
Axton-Fisher Tobacco Co. believes smokers should “Switch to Spuds!" Magazines 
and newspaper rotogravure will be used. (Story on Page 19.) 


PEPCO SIGNS UP FOR NEW PROGRAM 


A. G. Neal, president of the Potomac Electric Power Co., has an appreciative 
audience as he signs the contract for Pepco's new “Home Service Daily” program 
over Station WJSV, Washington, D. C. Standing, left to right, are H. A. Brooks, 
Pepco vice-president and commercial manager; Elinor Lee, WJSV woman's pro- 
gram director who is featured on the program; Mary Turner, director of Pepco's 
home service department, and J. T. Terry, vice-president and general manager 
of Pepco. Seated with Mr. Neal is Carl J. Burkland, WJSV general manager. 
(Story on Page 30.) 
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*Source: Media Records. For fair mparison, liquor linage has been omitted 
e Chicago Daily News does + accept advertising for alcoholic beverages. 
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